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SASH CORD 


in the 
‘“‘handy-bag’”’ 
package 





WINDOW SASH 
DOOR BALANCES 
CLOTHESLINE 
STARTER CORD 
DRYER CORD 
TIE-DOWN LINE 
HEAVY WRAPPING 
JUMP ROPE 
PLOW LINE 
AWNING CORD 
oa ewan a 


carton for Coils of ' LAWN FURNITURE 
Sash Cord. Keeps TENT ROPE 

it clean, easy to ‘ 
handle, easy to store. c. PACK LASHING 


TARPAULIN TIES 
OVERHEAD DOORS 


Here's a new Sash Cord package that 
has almost everything. The cord is com- 
pletely protected from dust, dirt and 
handling abuse by the heavy gauge poly- 
ethylene bag. The clean, white cord is 
fully visible and with both hanks bagged 

<= you can cut the hanks apart and both 
customers get a packaged purchase. 


ire 
a 
Ki ng)Co on This new package is also just the ticket 
i — ® for counter display, for shelf stock or for 
C 0 ve DAGE bins. And King Cotton Sash Cord is priced 
J OHN H. GRAH AM @& co. INC. RIGHT. Write for a FREE SAMPLE and our 


105 DUANE STREET, NEW YORK 8, N. Y. latest prices and see for yourself. 
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A new home buyer’s first impression is often the most lasting, 
and builders everywhere are “Dressing Up Their Door-Ways” 
with KWIKSET’S new “400” line 5” backset. 

The use of this inexpensive styling feature on Entry Doors 
adds dramatic distinction to new homes by enhancing the 
beauty of the lockset design. It also prevents the possibility of 
“knuckle nicking” on door jambs. 

This latest addition to KWIKSET’S “400” line offers greater 
volume to dealers and jobbers, and is another major develop- 
ment by one of the World’s largest producers of 
high-quality, low-cost locksets. 

The Trim Rosettes are made from wrought brass, 
polished to a jeweler’s finish and plastic coated for 
lasting durability. They are available in all popula 
finishes. 





#2897 5-Inch Display Mount — An attractive 
point-of-purchase sales aid for displaying the 
One-piece 5” Backset Latch and the 544” Trim 
Rosette is also available. 


The Quality Lock For Budget Building 








Mavyse rt’s THOSE tough lumber graders 
at the mills. Perhaps it’s the modern lumber 
making machinery. The secret may be 


our timber—America’s greatest single stand 
of virgin Ponderosa Pine timber. 


j Maybe it’s ¢ ft ho cut logs t 
Ponderosa Pine | aybe its our craitsmen who Cut logs to 


lumber and run that lumber into 


packs more “sell” ; y a smooth, straight, finished product. 
in every piece 


The combination of aLt of these make 
SOUTHWEST Ponderosa Pine a premium 
quality wood. And you'll like our service 
on all popular SourHwest Ponderosa 


Pine items—straight or mixed cars. 


Please have nearest SOUTHWEST representative give 
price list and information on your products to: 








Nome_____ 


Address__ 


ee ae ee 
Dcennenitionsy 


We Ship 6,000 Cars a Year 


SIDING ® SHEATHING ° SUB-FLOORING ° ROOF DECKING PANELING INTERIOR FINISH 
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LE Ne Ate - Yj STRAND 


by den tetol/ 


A lot of people hate their garage doors 
—and the men who sold ‘em to ‘em. 
The doors are hard to open and hard 
to close. 


But owners of STRAND All Steel 
doors find it a joy forever to operate 
them. As a result, the owner shuts his 
STRAND Door every time, and it 
makes his house more beautiful. 
(1. Because it hides the open garage 
from the street or neighbors; 2. be- 
cause of STRAND’S modern hori- 
zontal-line styling.) 


You'll stay IN GOOD with your 
customers if you sell the STRAND 
Door, because it STAYS easy to oper- 


ate. Its bridge-like, welded rear brac- 
ing and its strong, oven-baked galv- 
annealed armor against rust give it 
lifelong endurance. It will never rot, 
sag, warp, shrink, swell or splinter. 


$$$ INBUILT PROFITS $$$ 
FOR YOU 


The one-piece door and the factory- 
assembled hardware enable you to 
install your customer’s STRAND 
Door in a prepared opening in 
minutes! 


Your customers will like the low 
first cost of the STRAND—due to 
standardized large-scale production 
in the largest home-garage-door fac- 
tory on earth. 





paren eee eee 
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Strand Garage Door Division 
Detroit Steel Products Co. 

+. AL-8, 2244 E. Grand Bivd., 
Detroit 11, Michigan 
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You can sell the STRAND against 
any garage door on the market—low 
cost, lifetime smoothness, beauty, etc. 
It beats other steel doors on installed 
price and in many other ways. It will 
not warp, swell, rot, shrink or splinter 
like wood, or dent like aluminum. 








BRACED LIKE A BRIDGE 


Take ‘em behind the scenes. Show 
‘em the strong diagonal braces welded 
to the staunch frame. Mention the 
thick, galvannealed armor coat for 
lasting rust protection. (No prime 
paint coat necessary.) 








_ 


FOR TODAY'S WIDE CARS 


For only $5. 50 more (factory list) you 
can give ’em a 9’ receding or canopy 
STRAND Door—which is a good 
idea when possible. (8’ also available 
in canopy or receding type, and 16’ 
double door in receding type only.) 


WIDE NATIONAL DISTRIBUTION 


STRAND Doors are easy to 
hurry through 150 national 
tors and thousands of dealers. 


et ina 
istribu- 


BE A GARAGE “EXPERT” 


This 32-page book will give you a lot 
of quick and easy garage “know- 
how.” Contains 12 smart designs and 
sensible floor plans, how-to-build in- 
structions, material / 
lists, driveway 
sketches, etc. 





‘ 

| 

| 

| 

Please send 32-page booklet of Garage Plans and Ideas. I'm en- ; 
closing 10c for postage and handling 

Please send free Strand literature and free Garage Plan of the | 

| 

| 
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NEWSCAST 


LATE AND IMPORTANT Developments of the Industry 


WEST COAST LUMBER STRIKE. Just about everyone is guessing on the settlement 
date. We suggest about September 1. Emotions have been aroused but 
there's a growing awareness on both sides that lumber's competitive 
future is at stake. Prices can't be increased forever...not when re- 
search can develop products to take the place of lumber. Builders are 
guided by price and immediate availability when they buy materials 
(see a contractor view on this subject in the news section). 

FHA HEARINGS HIT THE ROAD. Sen. Capehart's investigation of FHA irregularities 
is continuing with hearings being held in leading cities across the 
country. The schedule includes New York, August 24; Los Angeles, 
August 31; New Orleans, September 7; Chicago, September 14; Cleveland, 
September 21 and New York again, September 28. If you get a chance, 
attend these hearings...after all it's your money they are talking 
about ! 

WHY ALL THE FUSS? While it's true that the apartment building program ended 
four years ago there are several good reasons for a tough FHA investi- 
gation. FHA now has about 300 defunct 608 projects back on its hands 
for liquidation out of the 7,000 projects guaranteed and more turn- 
backs are expected. The FHA has less than $300 million to cover the 
defaults and that could be serious if appraisals dropped. Recovering 
the estimated $500 million in windfall profits seems impossible but 
the investigation will pin point the need for more safeguards, more 
qualified FHA people. 

LITTLE PROTECTION IN NEW BILL. The 1954 housing act provides a lukewarm war- 
ranty for both FHA and VA homes after October 1, 1954. The warranty 
states that the house must be built in "Substantial conformity" with 
approved plans and specifications. The terms are vague and subject to 
varying interpretation. And essentially the same FHA and VA inspectors 
will be doing the checking. No wonder builders are quite elated and 
consider this a sizable victory. 

FHA AND VA OFFICES SWAMPED. The log jam of applications in FHA and VA offices 
is causing real concern. The VA situation is especially acute due to 
no-down payment, 30-year-mortgage money. Both agencies are adding 
personnel although qualified individuals are hard to find at govern- 
ment salaries. Builders are being urged to use extreme care in filling 
out applications to speed processing. They are also being told to 
limit phone calls and visits to VA and FHA offices. 

NATIONAL HOME WEEK THEME. This year September 19-26 has been designated as Na- 
tional Home Week. About 10,000 exhibit homes will be on display across 
the country. Iry patting the theme or slogan "Don't Just Dream, MOVE 
IN!" on signs, windows and in your newSpaper advertising. 

TIME SALUTES DO-IT-YOURSELF. With a cover and four pages of text, Time magazine 
featured the do-it-yourself trend in a recent issue. Biggest disap- 
pointment was the scant mention of the lumber dealer in the story. 
Looks like the people charged with selling the importance of the 


building material retailer were napping while this feature was being 
researched and written. 


continued on page 8 
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July Construction 5% Over June 


Outlays for new construction in 
July rose a seasonal 5% over June 
to a record $3.5 billion, the Gov- 
ernment reported. 

For the first seven months of 
this year, the Labor and Commerce 
Departments estimated, expendi- 
tures were also at record levels 
$20.1 billion. 

The July total compares with 
$3.3 billion in the like month a 
year ago, and the first seven- 
month total with $19.6 billion in 
the like period of 1953. 

The value of new work on pri- 
vate residential building totaled 
more than $1.2 billion in July, the 
agencies said. This was 10% above 
a year earlier, and higher than 
outlays for any month since Octo- 
ber, 1950. The high July rate, the 
agencies explained, “reflected a 
greater-than-usual rise in non- 
farm housing starts during June.” 

For the first seven months of 
the year private outlays of $13.8 
billion were 4% above a year 
earlier, while public outlays of 
$6.3 billion remained about the 
same. Higher spending by state 
and local government offset a de- 
crease in federal spending. 


House Construction 
Gaining Momentum 


A Wall Street Journal 12-city 
check finds that builders in most 
places are putting up at least as 
many homes as in busy 1953, Many 
are doing much better than a year 
ago. 

In Philadelphia, Broadman- 
Smith Corp. will start work on 310 
low-priced homes this month, com- 
pared with 175 in August of last 
year. The firm already has sold 
250 of this year’s August crop. 

“We started twice as many 
homes last month as a year ago,” 
asserts a spokesman for Irving 
Deutscher Co., which builds homes 
near Oakland, Calif. “We expect 
to go right on at this pace through 
August.” 

Statements like these indicate 
the nation’s building boom, which 
got under way after World War II, 
hasn't lost its steam. In the first 
six months of this year, builders 
started 574,800 homes, a tiny 1% 
below the year-earlier figure. A 
continuation of this pace would 
make 1954 the sixth straight year 
of over one million housing starts. 


Los Angeles 


The city of Los Angeles in July 
issued 1,697 permits for single 
dwellings, up 26% from a year 
earlier. The gain for the surround- 
ing unincorporated areas of Los 
Angeles County was almost as 
large: up 20% to a total of 2,233. 
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In Texas, housing starts for 
Houston last month totaled 453, an 
increase of 20% over a year ago, 
while Dallas reported 462 permits 
issued last month, a year-to-year 
gain of 4%. 


Land and Lumber Costs 


Higher costs of land and lumber 
will tend to hold home prices close 
to present levels, the builders say. 
Ernest H. Klode of Chicago’s 
Colonial Home Builders offers this 
example: “I know of lots in sub- 
urban Irving Park that were sell- 
ing for $600 and $700 seven years 
ago. Today, they’re listed at 
$3,000.” 

Also boosting builders’ costs is 
the lumber strike in the north- 
west. Lumber dealers in some 
areas have hiked their prices as 
much as 20% above pre-strike 
levels. 

Here and there, the higher costs 
are causing some builders to boost 
their prices slightly. One Cleve- 
land builder, for example, says he’s 
raised prices of some houses from 
$15,000 to $15,250. “I can’t ab- 
sorb a 15% increase in the cost of 
lumber,” he asserts. 

Frank Smith of Philadelphia’s 
Boardman -Smith Corp. asserts: 
“The new three-bedroom, semi- 
detached homes we are starting 
this month have to sell at about 
$12,500, compared with $12,350 for 
those started as recently as last 
spring.” He cites the lumber price 
rise as a major reason for the 
increase. 


FHA Recruiting 
150 Field Appraisors 


Commissioner Norman P. Mason. 


has announced that the Federal 
Housing Administration will im- 
mediately recruit additional per- 
sonnel—150 altogether—for prop- 
erty inspection and appraisal work 
at its field offices throughout the 
country. 

He said the additional apprais- 
ers and inspectors are needed be- 
cause of a marked increase in 
applications for FHA insurance of 
home mortgages, acknowledging 
that the increased activity already 
has resulted in a backlog. 

January, he said, there were ap- 


' ADDITIONAL NEWS 


Washington Report 

Dealers’ News 

Manufacturers in the News... .74 
The Lumber Market 


plications for mortgage insurance 
for approximately 37,000 units of 
housing in process, including both 
home and project mortgage types. 
Through June, he said, the figure 
had risen to about 64,000, or an 
increase of about 75%. 

He pointed out also that the 
month of June produced 53,300 
applications for home mortgage 
insurance—the highest per month 
volume since May, 1950. 


Lumberman Will Head 
FHA Title | Program 


Federal Hous- 
ing Commis- 
sioner Norman 
P. Mason has 
announced the 
appointment of 
Cyrus B. Sweet, 
Fresno, Cal., as 
director of 
FHA’s home 

SWEET modernization 
and repair program. 

Sweet was vice president and 
general manager of the Valley 
Lumber Company, Fresno, before 
accepting the new post. For 30 
years previous to that, Sweet was 
associated with the Long-Bell 
Lumber Company, Kansas City, 
Mo., rising to the position of west- 
ern division manager with head- 
quarters in Longview, Washington. 

For the seven years preceding 
1953, Mr. Sweet was vice-president 
and director of the First Federal 
Savings and Loan Association, 
Longview, Wash. He moved his 
residence to Fresno in 1953. 

Announcement was also made 
that Sweet would head a special 
committee established to rule on 
the eligibility of items under the 
section of the National Housing 
Act which authorizes loans up to 
2,500 for home modernization and 
repair. 





First Strike Break — 


Thirteen hundred AF of L 

lumber workers on strike since 
July 13, went back to work at 
Long Bell Lumber Company’s 
plant in Siskiyou County, Cal., 
Aug. 12, at no increase in pay 
under the terms of a new one- 
year contract. 
. The new development, the 
first big break in the north- 
west lumber strike, came as 
striking AF of L workers in 
Coos Bay, Ore., met to con- 
sider a proposal to return to 
work under the pre-strike scale 
with an understanding it would 
be retained for two years. 

Meanwhile, 250 CIO workers 
of the Oregon Lumber Co., 
Hood River, Ore., accepted a 
2% cent hourly increase and 
returned to work. 
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Take a good look at this low-pitched Flintkote 
SKYLINE roof—made with beautiful Mist Grey 
Thikbut Shingles. This modern styling is one 

of the reasons why so many of these new Gerhol: 
houses are being sold before they are completed. 
GERHOLZ COMMUNITY Homes, INC.: Builders 
WituiaM K, Davis & AssociaTEs: Architects 


Flintkote’s Skyline System of Roofing 
helps make 


Wate Winhing Weelgare Park 


The Latest Thing in Community Planning 


Gerholz Community Homes, Inc., Flint, 
Michigan, has been successfully building 
homes for 30 years. Now, in Westgate 
Park, it is topping past achievements 
with a wonderful new development of 
moderate-priced houses . . . homes that 
are masterpieces of contemporary design. 


In these new homes, roof trusses, with as 
low a pitch as 3” per foot, are used to 
permit maximum open planning. Open 
beam ceilings are featured in the living 
areas, conventional ceilings in remainder 
of house accessible via disappearing 
stairs to provide overhead storage. 


The new Flintkote SKYLINE Roofing 
System, engineered especially for low- 
pitched roofs, makes possible this 
flexibility of design. 


The Standard Skytab specifications of 
the SKYLINE System is used on these 
Gerholz low-pitched roofs: Flintkote 
Thikbut Strip Shingles (in a wide variety 
of colors), applied over two plies of 
Viskalt Saturated Felt. 
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Skytab is ideal for all types of contem- 
porary structures where roof slopes are 
within a range of 2” to 4”’ per foot. 


In addition to Skytab, the SKYLINE 
System of low-pitched roofs consists of 
two other specifications: Skytex and 
Skykote. 


Skytex is perfectly suited for decorative, 
low-sloped built-up roofing . . . either 
residential or commercial . . . where in- 
cline is from 34” to 2” per foot. 


Skykote is designed to recoat or color 
existing roofs or decorate built-up roofs. 


Investigate Flintkote’s new 3-in-1 roof- 
ing system—SKYLINE. Write for com- 
plete detailed specifications today. 

THE FLINTKOTE CompPaNy, Building 


Materials Division, 30 Rockefeller Plaza, 
New York 20, N. Y. 


+ 


ov, 


Mr. Robert P. Gerholz, the only 
man to have been President of 
both NAHB (1944) and NAREB 
(1950), writes: ‘‘The SKYLINE 
System of Roof Application serves 
a need in the industry in that it 
gives us a marvelous new prod- 
uct for use in our new contem- 
porary designs—a wide color 
range at a price we can afford 
to pay.” 


FLINTKOTE 
1. Style and Cole 
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School Bell Will Ring at NRLDA Show 


The lumber dealer is going to 
school at the big national Retail 
Lumber Dealers exposition and the 
convention will be his classroom. 
At the show in the Kingsbridge 
Armory October 2-10, in New York 
City, visiting retailers will learn 
about the latest in materials han- 
dling, store layout and modern 
merchandising. 

For instruction in materials 
handling NRLDA has retained Ed- 
ucational and Technical Consult- 
ants, Inc., a top ranking Chicago 
firm specializing in this field. 
Clinies will show both large and 
small dealers how efficient mate- 
rials handling can increase his 
profits and lower selling costs. 

A model retail store in the ar- 
mory will be erected and special- 
ists in retail service will instruct 
the dealer how to merchandise his 
materials through better lighting, 
attractive store displays, improved 
customer relations and how-to-do- 
it workshops. Last year more than 
3 billion dollars were spent by 
homeowners through the purchase 
of tools, paints, hardware and 
lumber. 

Top suppliers to the building 
materials industry also will serve 
as instructors. John Moeling, pres- 
ident, Sterling Lumber Company, 
who will conduct a forum on lum- 
ber, and T. A. Fante, supervisor, 
freight protection, Southern Pa- 
cific railroad, will discuss mer- 
chandise and station service. 

Wilbur Miltimore, superintend- 
ent, planning and production for 
Johns-Manville Company will talk 
on asbestos cement products and 
Lynn Riege, manager, handling 
division, U. S. Gypsum Company, 
will touch on gypsum board. Vir- 
tually every material used in the 
modern lumber yard will receive 
similar treatment by some execu- 
tive in his respective field. 


Says Lumber Strike 
Spurs Use of Substitutes 


The lumber strike is stimulating 
the production and sale of substi- 
tutes for lumber in homes, Albert 
Balch, Seattle builder, commented 
recently in the Seattle Times. 

“Regardless of which side is 
right, the strike is wrong for all 
of us,” said Balch. 

“Lumber is being priced right 
out of the housing market. Here 
in this state, lumber and wood 
products constitute our No. 1 in- 
dustry. The payroll of that indus- 
try has a profound effect upon the 
economy of this area. 

“The relative cost of labor in 
producing lumber is high in rela- 
tion to costs of aluminum, steel 
and plastics production. 

“If the lumber prices have to go 
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still higher we are only stimulat- 
ing the production and sale of 
substitutes for lumber, which will 
mean fewer jobs and fewer work 
hours for this state’s main indus- 
try.” 

Balch pointed out that in pre- 
paring for the Parade of Homes, 
of which he is chairman, the cost 
of wood products is prompting 
builders to substitute steel cabi- 
nets, composition roofing, alumi- 
num siding and window sills, glass 
and glass-brick fronts and concrete 
and tile floors in place of wood 
products. 

Balch warned that homeowners 
may find they prefer the substi- 
tutes and that serious conse- 
quences for the lumber industry 
may result. 


Hardware Dealers Have 
New Easy Credit Plan 


A credit plan to finance a billion 
dollars’ worth of new business a 
year in 23,000 hardware stores 
across the United States was devel- 
oped at the recent 55th annual con- 
vention of the National Retail 
Hardware Association at San Fran- 
cisco. 

The plan was offered delegates of 
the association, which represents 
more than 90% of the hardware in- 
dustry, by Russell R. Mueller, man- 
aging director. 

“Bringing an open end credit 
plan to the 23,000 members of the 
association,” Mueller declared, “will 
almost automatically mean an in- 
crease of at least 25% in hardware 
business.” 

Basically, the new plan is to offer 
unlimited small purchases through 
hardware stores, with payments to 
be made in installments directly to 
the stores. 

“Each new payment,” Mueller ex- 
plained, “will bring the customer 
back to the store where he can view 
the newest merchandise. In the 
past, the industry has suffered by 
sending its installment buyers to 
banks, which often is not good mod- 
ern merchandising. 


Warranty Trademark 
For Canadian Flooring 


Hardwood flooring qualities will 
now bear warranty of the Canadian 
Lumbermen’s Association. 

The trademark of the Lumber- 
men’s Association on the hard- 
woods for flooring will indicate 
qualities of the flooring lumber sold 
under guarantee of official classifica- 
tions of the Canadian Hardwood 
Bureau. Wood of mixed qualities 
will not bear the warranty stamp. 


CONVENTION DATES 
1954 


October 

2-10, NRLDA exposition, Kingsbridge 
Armory, New York City 

19-20, Oklahoma, Oklahoma City, Mu- 
nicipal Auditorium 


November 


3-5, Southeastern, Atlanta, Biltmore 
Hotel 


1955 


January 


10-12, Kentucky, 
Hotel 

16-20, National Association Home 
on Conrad Hilton, Sherman Ho- 
tels 

18-20, Northwestern, Minneapolis, Au- 
ditorium 

18-20, Ohio, Cleveland, Public Audi- 
torium 

24-26, Northeastern, New York City, 
Statler Hotel 

26-28, Southwestern, Kansas City, Mo., 
Auditorium 


Louisville, Brown 


February 

1-3, Michigan Retail, Grand Rapids, 
Pantlind Hotel and Auditorium 

2-3, Western Pennsylvania, Pittsburgh, 
Wm. Penn Hotel 

2-4, Middle Atlantic, Atlantic City, 
Chalfonte-Haddon Hotel 

8-10, Illinois, Chicago, Sherman Hotel 
8-10, Tennessee, Nashville, Andrew 
Jackson and Hermitage Hotels (no 
exhibits) 

8-11, Mountain States, 
Springs, Antlers Hotel 
9-11, Western Retail, Seattle, Olympic 
Hotel 

15-17, Wisconsin, Milwaukee, 
torium 

16-18, Virginia, Roanoke, Roanoke Ho- 
tel 

23-25, Nebraska, Omaha, City Audi- 
torium 


March 

1-2, North Dakota, Fargo, City Audi- 

torium 

2-4, Indiana, 

Temple 

5-6, Intermountain, Salt Lake City, 

Hotel Utah and Rainbow Randevu 

8-10, Iowa, Des Moines, Fair Grounds 

15-17, Carolina, Charlotte, Barringer 

and Charlotte Hotels 

16-17, Louisiana, New Orleans, Jung 

Hotel 

22-24, Independent, St. Paul, Munici- 

pal Auditorium 

23-25, New Jersey, Atlantic City, Clar- 

idge Hotel (no exhibits) 

24-25, Mississippi, Biloxi, Buena Vista 

Hotel 

25-26, W. Virginia, White Sulphur 

Springs, Greenbrier Hotel 

April 

3-5, Texas, Ft. Worth, Will Rogers 

Coliseum 

13-14, Arkansas, Little Rock, Marion 

Hotel (no exhibits) 

13-14, South Dakota, Sioux Falls, Coli- 

seum 

13-14, Southern California, Los An- 

geles, Ambassador Hotel 

21-23, Florida, St. Petersburg, Soreno 

Hotel (no exhibits) 

21-23, Arizona, Yuma, 

All conventions have exhibits unless 
noted in the listing 


Colorado 


Audi- 


Indianapolis, Murat 


August 23, 1954, AMERICAN LUMBERMAN & 











° The Saturday Evening 


POS 


IRHA "Do-It-Yourself" Promotion 


Freel... 


3-color display with 








hardware mounted 
as shown when 
you buy 3 dozen 
new Amerock 


Decorator Pulls 





EASY TO 
8%” wide; 11” high DISPLAY 


in new Quick- 





ia Service Cartons 
No. 4190 DECORATOR PULL DISPLAY DEAL 


Here is what dealer gets: Retail Value 
2 doz. ED 419 Pulls, Polished Chromium Finish $10.80 
1 doz. ED 419-3 Pulls, Polished Brass Finish. . 

TOTAL RETAIL VALUE 

Free No. 519 Display (2 mounted pulls have retail value of 95¢) 

No. 4190 DEAL: LIST PRICE $16.80, DEALER PAYS ONLY 

Shipping weight complete 5% Ibs. 


OTHER STANDARD FINISHES ovailable in open AMERICAN CABINET HARDWARE CORP., Dept., AL48 
. Rockford, WWlinois 


ked 1 n window envelopes to Quick- ; 
feck, pathed } Cons — P Please send information on Decorator Pulls to: 


Service Carton. 
NAME___ 


ADDRESS 
Ask your Amerock Wholesaler CiTy & STATI 


or send Coupon MY WHOLESALER 
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Report from 


Washington, Aug. 21. 


During the second session of the 
83d Congress quite a lot of hopeful 
legislation tangled with tough op- 
position and came out second best. 
From introduced bill to enacted 
law is hardly ever a placid prom- 
enade; and this time it seemed 
even less so than usual. However, 
as the session drew on toward ad- 
journment it appeared that a siz- 
able flock of legislation had been 
hatched out, ready to be counted. 

Our industry of course finds a 
major importance in the Housing 
Act of 1954. While the American 
Lumberman has commented exten- 
sively about the law, this would 
seem to be a good time and place 
to sum up a few statements made 
by high Federal officials. 

President Eisenhower signed the 
bill, in the presence of a group of 
Congressmen and Federal housing 
officials; and immediately after 
signing it he witnessed the swear- 
ing in of Norman P. Mason as 
Commissioner of the Federal Hous- 
ing Administration. 


“Meets Housing Needs” 


When he signed the act into 
law, the President called it a “ma- 
jor advance toward meeting Amer- 
ica’s housing needs.” He appeared 
to be disappointed by the public 
housing section of the bill; provid- 
ing for 35,000 units to be erected 
in a single year, for people dis- 
possessed by slum clearance. 

The White House had asked 
Congress for 140,000 units, cover- 
ing a period of four years; also 
without that specific tie-in with 
slum demolition. But the Presi- 
dent said merely that “we shall 
need to continue our public hous- 
ing program until the needs can 
be met by private industry.” He 
indicated that the executive de- 
partment should have broader au- 
thority to adjust terms of home 
loans to changes in the national 
economic pattern. 

However, the President added 
cheerfully that the new law will 
benefit the country; saying spe- 
cifically that “It will raise the 
housing standards of our people, 
help our communities get rid of 
slums and improve their older 
neighborhoods, and strengthen our 
mortgage credit system. In coming 
years it will also strongly stimu- 
late the nation’s construction in- 
dustry and our country’s entire 
economy.” 

Senator Homer E. Capehart, 
Chairman of the Senate Banking 
Committee, says the Housing Act 
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should increase the volume of 
home building by 10-20%. 


Mason's Comments 


Commissioner Norman P. Mason, 
in a formal statement about the 
Act, said, “I predict that it will 
permit America’s great home 
building and lending industry to 
establish new records in the con- 
struction of new homes and in the 
rehabilitation of existing homes.” 

The commissioner added that 
past experience shows that FHA 
programs always have a significant 
effect upon the total mortgage 
market; so the new law, taken in 
conjunction with the ample supply 
of mortgage money, should have a 
very healthful effect upon the na- 
tional economy. 

Some people don’t get the size 
of this market. “The tota! mort- 
gage investment in one-to-four 
family, non-farm homes alone as 
the end of last March, according 
to the Federal Reserve Board, was 
$67,500,000,000.” 


Minority Housing 


Albert M. Cole, administrator of 
HHFA, says the new Housing Act 
will provide “more money for more 
people to buy more homes than 
ever before.” Mr. Cole added the 
President has made it clear that 
housing and home finance will be 
made available to minority fam- 
ilies; that is, to racial, ethnic, sec- 
tarian and similar minority groups. 
The administrator said also that 
the law had been drawn “to cor- 
rect some policies and operations 
that had failed in their purpose 
and were being improperly used.” 

That statement points to the 
windfall profits, among other 
things. The investigation of those 
lapses continues, under direction 
of the Senate Banking Committee. 
However, the government indi- 
cates that not all companies 
charged with having made such 
profits will be refused later loan 
arrangements. If investigation 
shows the company was “not in- 
volved in sharp practice,” it will 
not be blocked off from new hous- 
ing projects. Each case will be 
determined on its individual mer- 
its. 


“Few Bad Apples" 

“There is no doubt in our 
minds,” Norm Mason has said, 
“that the great bulk of the Ameri- 
can building industry operates 
with complete integrity. A few bad 
apples got into the barrel, and 
every effort has been, and will 
continue to be, made to stop their 


>? 
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abuse of Federal facilities which 
are designed to stimulate the third 
largest industry in the United 
States in its efforts to house the 
American people.” 

Mr. Mason, of course, faces a 
situation of considerable delicacy 
when he begins to sort the apples. 
There’s been an enormous sense 
of outrage among Americans over 
the fact that certain operators 
have taken down huge profits 
under the provisions of a loosely 
drawn and loosely applied law. 

In so far as fraud and other 
sharp practices were involved, 
Federal authorities should go to 
town with suitable correctives. But 
if whanging away with a blunder- 
buss drives honest operators out 
of the field, that’s something dif- 
ferent. Mr. Mason’s reputation for 
administrative ability and honesty 
should give all necessary weight 
and assurance to his statement 
that each application will be 
judged according to its individual 
merits. 


Public Housing 

There’s been a general convic- 
tion that few of the authorized 
35,000 public housing units would 
be built; the reason being the one 
mentioned before, that the law 
associates the building of these 
units with slum clearance. Ac- 
cording to news reports, Commis- 
sioner Charles E. Slusser of the 
Public Housing Administration 
doesn’t agree with this prediction. 
He mentions a survey of 70 cities 
with slum-clearance programs 
that’ll need 90,000 units to shelter 
the displaced families. 

Slum clearance is under the 
direction of the Housing and Home 
Finance Agency; while of course 
public housing is directed by the 
Public Housing Administration. 
Mr. Slusser thinks if the HHFA 
and the PHA co-operate there’ll 
be a need for all the public housing 
units that have been authorized. 

Senator Irving M. Ives (R., 
N. Y.) pressed hard on one objec- 
tion to the attachment of public 
housing to slum clearance. He 
says the state of New York needs 
public housing for many of its 
people; and yet the state has few 
if any slum-clearance projects. 
Those who oppose Federal public 
housing, no matter to what it’s 
attached, are quite as earnest in 
saying the clearance projects and 
the re-housing programs can and 
should be managed by private 
fund under city and state direc- 


tion. 
R. Y. Kerr 
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SAVE VALUABLE SHED SPACE 


and Cut, Even Eliminate Delivery Costs. 





THERE’S A MILLION SQUARE FEET OF 
INSULATION STORED IN THAT 10’x15’ SHACK! 
—ORDINARY INSULATION WOULD TAKE 200 SUCH SHACKS. 


re your bins crammed with bulky, low-profit items 

A at the expense of more profitable ones? Is bulky 

insulation also nibbling at your profits because of 

extra labor costs for handling, because of high freight 
bills and expensive cartage? 


Handle more PROFIT-MAKING insulation, LIGHT, 
COMPACT Multiple Accordion Aluminum. The pur- 


chase price is less than ordinary insulations. So are instal- 
lation, handling and storage costs. It’s the most exten- 
sively advertised among architects, engineers, and builders. 


A thousand square feet of ordinary insulation takes up 
a lot of shed space, may require half a truck for delivery. 
But the SAME AMOUNT of Type 4 Infra Insulation will 
occupy a carton of only 1% cu. ft; weigh only 48 Ibs.; 
minimize storage and handling problems. A man can 


tuck a carton of 1,000 sq. ft under his arm and take it to 
the job on a bus. 


It is most effective in keeping buildings comfortable, 
winter and summer, and is a remarkable fuel saver! By 
retarding vapor flow and destructive condensation, this 
insulation helps PROTECT BUILDINGS against timber 
rot, peeling paint, and crumbling plaster. 


18,000 SQ. FT. IN AN AUTO 


The “do-it-yourself” home-owner can toss into the 
trunk compartment of the family car enough Infra to 
insulate his entire attic or crawl space. A contractor can 
carry 18,000 sq. ft. in his passenger autcmobile. The same 


amount of ordinary insulation would fill a freight car or 
3 trailer trucks. 


Infra is a scientifically constructed, full depth, edge-to- 


edge insulator against heat and vapor flow. When 
installed, it expands automatically in ONE simple 


COST OF INFRA INSULATION INSTALLED 


in new construction between wood joists, material with labor 


Type 4-S under 7'2¢ sq. ft. 


Type 6-S under 9'2¢ sq. ft. « 


BurL_p1nc Propucts MERCHANDISER 


operation, to create MULTIPLE, joist-to-joist layers of 
aluminum, fiber, and reflective air spaces. 


Its continuous aluminum surfaces, 375’ to 750’ long, 
are impervious to water vapor. Infiltration under the 
flat stapled flanges is slight. 


FAVORED BY ARCHITECTS 


Architects specify Infra Insulation for their OWN 
HOMES as well as those of their clients. They, as well 
as dealers, builders and contractors purchased almost 50 
million sq. ft. in 1953, much of it repeat business. More 
than 210 million sq. ft. are now in use. 


Infra’s full-page advertisements appear every month, 
and have for a number of years past in ARCHITECTURAL 
RECORD; PROGRESSIVE ARCHITECTURE; AMERICAN 
BUILDER; PRACTICAL BUILDER; HEATING & VENTILATING; 
HEATING, PIPING & AIR-CONDITIONING; etc. 


Let us send you a FREE SAMPLE of this compact, 
PROFIT-MAKING insulation, and our prices. Let us 
also send you a FREE COPY of “Moisture Condensa- 
tion in Building Walls,” a helptul and interesting 
booklet published by the U. S. National Bureau of 
Standards. Just fill out and mail the coupon. 
cee en ene eee men 
pee 
1 lation, Inc. tment U-8 
1 Infre voadway, ew York, N. Y., Depar 


(— Please send 
40 Please send U. 


ample of Infra 
~ 8. pamphlet BMS63. 


4 Name——— 
§ Firm——_ . 
4 Nature of Business-—— 


4 Address- : 


INFRA INSULATION, INC. 
525 Broadway, New York, N. Y. 
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here’s the window guarantee 


that opens 


your customers pocketbooks 


Curtis Silentite casements are famous for 
weather-tightness and ease of operation. 
Curtis hardware locks them in any position. 


Curtis convertible units can function as case- 
ments, awnings or hopper-type sash—and 
also provide low-cost window walls. 


Silentite double-hung windows open and 
close with a finger's touch. Exclusive weather- 
stripping cuts owner's fuel costs. 


You are looking at one of the most powerful selling 


windows, casement windows and many others. 
tools ever put into the hands of the lumber dealer. It’s 


Silentite windows provide exclusive advantages of easy 


the Curtis Silentite window guarantee— positive proof 
of quality materials and workmanship. It’s the kind of 
proof your customers want today—evidenced by the 


operation, weather-tightness and long life. And above 
all, Silentite windows bear the well-known Curtis 
name—familiar to millions and constantly called to 


fact that many builders are selling homes on the 
strength of the Curtis guarantee! 

But that’s only one reason why Silentite windows 
are easiest to sell. Silentite brings you a wide variety 
of window styles—double-hung windows, awning 


their attention by consistent advertising. 

For top profits, sell the top window line—Cwrtis 
Silentite. Our sales representative will give you full 
information upon request. 


CurtiS 
SILENTITE 


the Insulated window 


CURTIS COMPANIES SERVICE BUREAU 
Clinton, lowa 
A Department of Curtis Companies Incorporated 


Clinten, lowa ¢ Wausau, Wisconsin ¢ Chicago, Illinois © Sioux City, lowa 
Lincoln, Nebr. ¢ Topeka, Kan. ¢ Minneapolis, Minn. ¢ New London, Wis. 


SILENTITE 
—EASIEST Window to sell! 
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be \sa 


The ideal material for all types of light and heavy industrial 
crating - Western White Spruce from the forests of Western 
Canada. It provides maximum protection ....is easy to 
handle ....cuts production costs. Manufacturers all across 
the country prefer Western White Spruce for convenience 
and economy in shipping. It's so versatile! Easily cut to 
length .... takes automatic nailing without splitting ... . 


endures all hard knocks of weight 
and rough handling. Supplies avail- 


able for prompt delivery to all parts 
of the United States. 


ALBERTA 
FOREST PRODUCTS 


Association 


10189-100 ST., EDMONTON, ALBERTA 
CANADA 








Mat Coupon for 
Pree Sooklet 


Please rend me your 
FREE BOOKLET ON 
WESTERN WHITE SPRUCE 


NAME 


|= 




















THE EASY TO WORK LUMBER 
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Buyers’ Preference for Appalachian Hardwoods 


is based on their excellent natural qualities—soft texture, easy workability, and beautiful graining. 


Each of the leading firms listed here is prepared to supply you with the finest quality, precision 
manutactured Appalachian Hardwoods. Consult them on your next hardwood requirements. 


*Bemis Hardwood Lbr. Co... .Robbinsville, N. C. *Mowbray & Robinson Lbr. Co., — Ohio 
memiock, Hardwoods, Flooring, Dimension . Ky. and West Irvine, 


eusle Fee of Kvptiachian Mardwoods. "haple 
and Oak 


*The Mower a Co Charleston, W. Va. 
*M. E. Crisp Lbr. Co Welch, W. Va. Dey Kite tad Pie 


West Virginia and Kentucky A Hardwoods, Oak. 
Poplar, "Beech, stevie. Ash, Micvery,. 
ardwoods. 


¢ Mill “Wt taclitens fii: Gane” Matton, Dalley, Dailey, 


*Wood-Mosaic Co., Inc Louisville, Ky. 
“Parkay” Ready-Finished Hardwood Flooring, Lumber, 
Veneers, Dimension 


*Cherry River Boom & Lbr. Co., Richwood, W. Va. 
Appalachian Hardwoods, Flooring, Planing Mill Products, 
Glued Dimension. *McCracken & McCall, Inc Lexington, Ky. 


Appalachian Hardwoods POPLAR BEVEL SIDING 
Band Saw and Planing Mill at Flat Lick, Ky. 


The M. B. Farrin Lbr. Co Cincinnati, Ohio *j. P. Hamer Lbr. Co Kenova, W. Va. 


Kiln Srigd and Air Dried Appeioctinn Hardwoods 


Century” Oak and Appalachian Hardwood Lumber 


Always Specify 
Appalachian Hardwoods 


% Member Appalachian Hardwood Manufacturers, Inc. 
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Look What's Behind You In The 


ZONOLITE 


(n The Bank 


and Featuring 


ZONOLITE ADS IN 
112 LOCAL NEWSPAPERS 


Study the above photograph. It shows many old friends 
you know— America’s most famous periodicals! The publi- 
cations most of your customers read, and they’re going to carry 
an avalanche of 99,978,451 dominant, traffic-building Zono- 
lite advertisements telling your customers how they can put 
bucks-in-the-bank with Zonolite vermiculite Insulating Fill. 
What the photo doesn’t show because of limited space, is the 
112 major market newspapers included in the Zonolite selling 
campaign. 

Why don’t you latch-on to this tremendous drive keyed to 
reach your local home-owner prospects? Zonolite has for you 
all-new, high-powered sales aids to help you tie in, help build 
your insulation business, and put more bucks-in-the-bank for you! 


ZONOLITE COMPANY 


135 S. LaSalle Street, Chicago 3, Ill. 
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For Your 


BUCKS -IN-THE-BANK 
SALES AIDS 


Zonolite Company, Dept. AL-84 
135 S. LaSalle St. 
Chicago 3, Ill. 


Please send me complete details of the all-new Zonolite 
sales aids to help me profit from the 1954 “Bucks in 
the Bank” Insulation Campaign. 


al Dactemearmennel go eam on IES 


cnn atin nt cite aun ciencsnieacetiibisitliss ais aiatiaiial 
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New Chevrolet Trucks 


deliver more power, more 
ruggedness, for less money! 


eM 
LUMBER C0 


PHONE 


5284 


Making sure the truck you buy has plenty of power and 
chassis ruggedness is good business in any man’s 
book. Getting the money-saving extra power and 
ruggedness of Chevrolet trucks is better business in 
any man’s bookkeeping. 


models; stronger, more rigid frames on all models. 
These features pay off in extra-low upkeep costs 
extra miles of dependable truck life. 
But these while-you-drive savings aren't all, by a long 
shot. You even save when you buy. For Chevrolet is 
America’s lowest-priced line of trucks. Stop by your 
EXTRA POWER MEANS BIGGER SAVINGS Chevrolet dealer’s soon to see the “‘savingest”’ trucks on 
the road. He'll show you models ideally suited to your 
job, with facts to prove you'll get more for your money. 
Chevrolet Division of General Motors, Detroit 2, Mich. 


No doubt about it, the extra power you get from new 
high-compression Chevrolet truck engines means 
you're going to pay out less for gasoline. Over a year, 
that adds up to a sizeable savings. Increased power 
brings time-saving benefits, too—greater acceleration 


and hill-climbing ability ... you haul faster, get the 
job done quicker! 


GREATER RUGGEDNESS CUTS OPERATING COSTS 


Heavier axle shafts and wheel hubs on two-ton models; MOST TRUSTWORTHY TRUCKS 
bigger, more durable clutches on light- and heavy-duty ON ANY JOB! 





THREE GREAT ENGINES—The new “Jobmaster 261” engine* for extra heavy hauling. The “‘Thrift- 
CHEVROLET master 235” or “Loadmaster 235” for light-, medium- and heavy-duty hauling. NEW TRUCK 
ADVANCE-DESIGN HYDRA-MATIC TRANSMISSION ® — offered on \y-, %- and 1-ton models. Heavy-Duty SYNCHRO-MESH 
TRUCK FEATURES TRANSMISSION —for fast, smooth shifting. DIAPHRAGM SPRING CLUTCH —improved-action engage- 

ment. HYPOID REAR AXLE—for longer life on all models. TORQUE-ACTION BRAKES—on all wheels 
on light- and medium-duty models. TWIN-ACTION REAR WHEEL BRAKES—on heavy-duty models. 
DUAL-SHOE PARKING BRAKE—greater holding ability on heavy-duty models. NEW RIDE CONTROL SEAT*—eliminates back- 
rubbing. NEW, LARGER UNIT-DESIGNED PICKUP AND PLATFORM STAKE BODIES—give increased load space. COMFORTMASTER CAB 
—offers greater comfort, convenience and safety. PANORAMIC WINDSHIELD—for increased driver vision. WIDE-BASE WHEELS —for 
increased tire mileage. BALL-GEAR STEERING —easier, safer handling. ADVANCE-DESIGN STYLING —rugged, handsome appearance. 


*Optional at extra cost, Ride Control Seat is available on all cabs of 1'/,- and 2-ton models, standard cabs only in otber models, 
‘Jobmaster 261" engine available on 2-ton models, truck Hydra-Matic transmission on '/;-, Y4- and 1l-ton models. 
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veenecesesoenewess  (UFT-OUT APPEAL 


ALA 
R-O-W DISTRIBUTORS, Rocky Mount, Virginie 

ARKANSAS 

ne OF ARKANSAS. North Little Rotk. Arkansas 
Sasi ronnta 

N Free 

) Ny gele ee 
coLoravo 


BER DE N Jenver 


ty: ap hy Mh 


DELAWARE le : 
Distmict oe coLumBia 

FLorioa we 

NM ’ B 
GEOoRGia 


TRIB 


) v DIS€ 
PLANING MILL CO., idaho 
teseors 
s CU iN¢ Owensbc 
SA 34 & DOOR CO oo he 
dW WINDOW CO., Joliet, ilino 
INDIANA 
ON MFG. CO., INC., Owensbo 
WHOLESALE DISTRIBUTORS, Ih 
R-O-W WINDOW CO 
1OWA 
ANDREW A. KINDEM & SONS, INC., Minneapolis, Minnesota 
WISCONSIN WIN ‘ow NIT CO.. Merrill, Wisconsir 
KANSAS 
MATERIAL CO., Kansa ty, M 
» KS RFeORy 
Lt { TRIBUT ORS 
meee 
Af we 
MARVLAND 
WAREWH SE SUPPLY CO... INE Ba 


MASSACHUSETTS 


MICHIGAN 
YOR CO., INC., Flint, Sa 


MINNESOTA 
KINDEM & SON N¢ M ea 
mS Sours 
NG SA i tt 
(ATER AL Ka 
MONTANA 
weé AB INET SHE reatla M 
TATE LUMBER CO., Missoula, Montana 
STERN BUILDERS, Billings, Montana 
aan Gen oe 
H 1 island, Nebraska 
Rd 32 HAMPSHIRE 
aw JERsev 
( 0., INC., North Bergen, New Jersey 
i Rocky M t 
new VORK 


Berger N ar 


yN, IN Binghamt New York 
ACKSON CO., IN ‘Buftal Rochester, New York 


NORTH CAROLINA 
BUNDY | MBER IN Norfolk 


wo mre Senora 
mre 

1 & DOOR CO., Ca 

ISTR 8 


OK LANOMA 


St a ae 
An IMBER 


) r Pennsyiv 


STRIBUTORS, zchy amtor 
RHODE [etAne 
souTH CAROLINA 
+W DISTRIBUTORS, Rocky Mount, Virgini 

SOUTH DAKOTA 


ASH & DOOR CO., Watertowr 


J ESeesese 
N dwenst 


Texas. 


Build customer confidence by recommending the 
is Saiiomn Tex Ret tides Cite, window with extra appeal—extra value. 
VERMONT : : . 
; not R-O-W windows lift out for easy washing 
vi ina ee ping om 
NDY LUMBE ' vi or painting inside the house. The 
TRIB ITORS. R ky M re ‘ 4 . 
WASHINGTON concealed springs which permit sash 


LWORK, IN 


"GAG & GOON CO. Sending, Vredenanes removal also insure pressure-snug closure 


west Vincinia : during all kinds of weather. 


WISSONSIe0 
iN WINDOW UN 


WYOMING 


VLER & PETH, Cheyenne, Wyo 
Bases aman Your customers deserve the best 


oy te R.O.W. SALES CO. 1336-68 ACADEMY AVENUE + FERNDALE 20, MICHIGAN 


ethonidge & Magratt ‘ ” ate Canad R’O°W is the registered trade mark of the R.O.W. Bales Co, 


JUILDING PropucTts MERCHANDISER (To obtain more data on advertised products see page 96) 19 

















Ht! 


i} 



























































Gold Bond offers whatever you need in in- 
terior insulation board, plank and tile, hard- 
board, insulation sheathing, roof board or 

shingle backer board...shipped to you in 
any combinations you wish. Gold Bond's 
full line of insulation and hardboard prod- 
ucts permits you to buy a// these from one 
Gold Bond salesman for delivery in one 
shipment. This extra service makes it easy 
and economical for you to maintain a bal- 


anced inventory. 


Gold Bond offers whatever your customers 
want, too. Whether it’s for remodeling or 
new construction, there’s a Gold Bond In 

sulation Board Product to fit their plans 
The prefinished colors of Insulation Board, 
Plank, and Tile alone can sell customers on 
sight! Remember, these handsome interior 
materials decorate, sound-condition and in 
sulate, all at once. See your Gold Bond 
salesman for details on how the Gold Bond 
Insulation Board line and shipping facilities 
can build your sales...and help control your 
inventory investment, too! Or write: 


NATIONAL GYPSUM CO. « BUFFALO 2, N. Y. 


wa 


Rock Paint 
Board and Plank Wool Products 
Products Lime and Tile 


Gold Bond . « INSULATION BOARD PRODUCTS 


SS a SS 


Build better with Md 
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Now ANY home can have 
that "contemporary" look! 


with these 
contemporary doors 


Contemporary Combination storm and screen doors 


Entrances take on that “contemporary look’ when 
protected and decorated by one of these new Con- 
temporary doors. Available both as combination doors 
with storm and screen inserts—and as permanently 
wired screen doors—they feature a unique fluted-panel 
design that offers exciting new possibilities for “per- 
sonalized” color treatment. , 

As a combination storm and screen door the Con- 
temporary is offered in three attractive insert styles 
including the beautiful protruding “picture frame” 
insert shown above. Storm sash and screen panels are 
designed for quick and easy changeability and require 
little storage space. 

Send for the four-color brochure which describes in 
detail the delightful color combinations suggested by 
the Contemporary’s design. The Continental Contemporary screen door is permanently wired, 

and presents the same combination of Continental quality con- 
struction features as is found in all Contemporary doors: mortise 


and tenon construction; made of Ponderosa Pine, the wood of 
A CONTEMPORARY STYLE warmth, beauty and durability. There is no other screen door in 


its price range that can approach its beauty and utility 
FOR EVERY ENTRANCE 


Contemporary Screen Doors 


Pt Lene —ANY TASTE 


As an all-weather 
combination storm 
and screen door the 
Contemporary is Re : 

also available with BY products are manufactured by: 

one-l ight flush | oy : The Wabash Screen Door Co.— Minneapolis — Chicago — Memphis 
all ar | = Owosso Manufacturing Company — Owosso, Michigan 
eee. Soe : Philadelphia Screen Manufacturing C y —Philadelphi 
insert (right) Lh " ° 











Se 


eS and sold through CONTINENTAL SCREEN COMPANY 


1326 BOOK BUILDING - DETROIT 26, MICHIGAN 
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Your new Fiberglas salesman .. . 
Dave Garroway .. . sells Fiberglas 
Building Insulation for you on 


NBC’s big TV show, “Today”. 


You can insulate your attic at low cost with Fiberglas® 
Insulation and take the “temper” out of temperature 
all year ‘round. Your home stays snug and warm in the 
winter, much cooler in summer. And man, what a saving 


In summer stay cool, j 


Insulate you 


How to stretch a house 


Insulate and finish off your attic—free book makes it easy! 


It's easy to turn unused 
attic space info an extra 
bedroom or a hobby room 
for the whole family. This 
free 16-page book gives you 
complete step-by-step di- 
rections on flooring, fram 
ing, trimming and finishing 
For year ‘round comfort, choose extra 
efficient Fiberglas® Insulation. It keeps 
your home warmer in the winter, much 


cooler in the summer, drastically cuts fuel 
bills too! It’s simple to install, sanitary, 
lasts for the life of your house. Insist 
on it in remodeling older houses, look 
for it when you buy a new house 

Building an attic room costs very little 
when you do the work yourself. Burt get 
started today! Write for your free copy 
of the “How To Do-It-Yourself” book to 
Owens-Corning Fiberglas Corporation, 
Dept. 1-11-20, Toledo 1, Ohio. 


Ineviations Are Out ibvted Natonolly By 


ARMSTRONG CORK CO. 
MINNESOTA AND ONTARIO PAPER CO. 


Buckdrng 
CERTAIN. T £0 PRODUCTS COer 
KELLEY ISLAND COMPANY 





Deo-tt- Yourself book 

makes insulating jobs easy 

Want to finish off your at- 

tic? Want to add an extra 

room or insulate a garage? 

Or perhaps you'd like to 

insulate the attic of an older.type home 
where the spacing between the joists is 
irregular. This free booklet tells you the 


Fikergies Building 


i BERGLAS 


*Pihergias to the (rademart Meg UB Pas OF) 
of (npone Cor mime Miner ghee Cor wer atom 


easy step-by-step way td 
jobs. And remember thi 
sulation is extra efficie 
permanent a quahe 
for in a new home, a req 
izing an older home. Write for your free 
Do-It-Yourself book now to: Owens- 
Corning Fiberglas Corporation, Dept. 
1-111, Toledo 1, Ohio. 


Are Drambured y 





ARMSTEONG COR CO 
MINNESOTA AND ONTARIO PARTE CO 


FIBERGLAS 


oP hergtan the wakemare May UD Put OD ad 
(moons Cnemumg Puber ghee Corpor ation 


22 


CEOTAIN TEED PRODUCTS COP 
+ SELEY IS AND COMPANY 


THE FUINTEOTE CO. -« INSULITE DIVISION, 


THe #uBeROHD CO 


.+-@ good guide to a good bury m Appliances - Air Filter: + Lampshades + Howe insulation = 


THE FLINTKOTE CO. INSULITE DIVISION, 


fesy work, thist Simply measure, cut 
THE RUBEROW CO. 8 


and staple Fiberglas Insulation between studs. 
It's remarkably light in weight, easy co cut 
and handle. Anyone can install it! 


. .@ good guide to a good bUY in Appliances + Air Fitters + Lampshades + Heuse instation 
Curtains and Draperies + 


Plastic Paneling + Screening and many other product for the home. 


= 

Here’s just a sample of the big ads— 
many in full-color—in Saturday 
Evening Post, Better Homes and 
Gardens, Popular Science, Popular 
Mechanics, Home Modernizing, 

and others. 


Curtains ond Draperies + Plastic Paneling + Screening ond many other product: for the home, 
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Fiberglas Promotion 
this month! 


Special Program helps you sell 


more Fiberglas Insulation to America’s 


booming big “do-it-yourself” market 


This is your dig money month for Fiber- 
glas* Building Insulation ... and here 
is your big promotion package that 
gives you everything you need to sell 
those multi-million-dollar customers— 


Mr. and Mrs. Do-It-Yourself! 
Look at all these selling helps: 


Big 4-Color Ads in top-flight magazines. 
See some of the examples at left. 


Special Television Campaign with star- 
salesman Dave Garroway on NBC! 


New “Do-it-Yourself” Book to give your 
prospects. Tells how to insulate and 
finish-off attics; add rooms; enclose 
porches, etc. Sells a// kinds of building 
supplies for you. 


Window Streamersand Envelope Stuffers! 
New Window and Counter Displays! 


New “How To Promote Sales” Portfolio 
shows you how to set-up a profitable 
“do-it-yourself” school to boost your 
Fiberglas sales ... and boost the sales 
of all your other building supplies! 


Remember . . . Fiberglas is the best- 
known of all insulations. And this new 
campaign—plus the outstanding supe- 
riority of Fiberglas itself—will boom 
your sales even higher! 

So get your share of this booming 
business by cashing-1 in on this big fall 
push, and by using these free sales 
tools. Our new campaign broadside 
gives you the whole profit-making 
story. If you haven’t received your 
call any of the distributors 
listed below. Or write Owens-Corning 
Fiberglas Corp., Dept. 64-H-23, Toledo 
1, Ohio. 


copy, 


FIBERGLAS BUILDING INSULATIONS ARE DISTRIBUTED NATIONALLY BY: 


FIBERGLAS 


* Fiherglas ia the trade-mark (Reg. U. 8. Pat, OF.) of 


CID, : INSULITE | nom 
® ow 3) @ WwW om 


ARMSTRONG 
CORK CO 
Lancaster, Pa 


CERTAIN-TEED 
PRODUCTS CORP 
Ardmore, Pa 


: THE FLINTKOTE © AND 
ONTARIO PAPER CO 


Minneapots 2, Minn. 


THE RUBEROID 
COMPANY 


KELLEY ISLAND 
: COMPAN : 
New York, N.Y . 


4 Owens Corning Fiberglas Cor poration for a variety of products 
. iy co, made of or with fibers of glass 
+ Cleveland, Ohio New York, . ¥ 
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EXTRA DURABLE 
FOR EXTERIORS 


Light in weight, yet it is 10 to 
20% stronger than many other 
woods most commonly used. 








EXTRA HANDSOME 
FOR INTERIORS 


Pale, off-white in color, it is fine- 
grained and has a uniform tex- 
ture. Free from pitch and resin. 


EAS Y-TO-WORK FOR 
CABINETS, FURNITURE 


This new wood handles well and 
does not split in nailing. Ideal 
for cabinet work, or millwork. 
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? Three \big reasons make Pack 
“Vy River Engelmann Spruce your 
4 © best buy in wood today. It’s the 

new and different wood that is 
stronger and more durable .. . it’s‘as handsome as a wood 
can be ... and it’s it ES easy to handle and work 
for wlites and furniture making. \ It’s a versatile wood, 
adaptable for exteriors or interiors, ‘excellent for flooring, 


ceilings, siding, interior finishing, thillwork—even tanks 
and water troughs. 


Nature and man combined their talents to bring 
you this new wood. Nature contributed, in North Idaho, 
the most favorable location for growing a superior species 
of spruce and the men in our mills have perfected the 
means of milling, scientific kiln-drying and planing to pro- 
duce a truly great wood. 


Controlled methods of pre-steaming used in 
our kiln-drying process insures absolute uniformity in every 
shipment and a continuing supply is available the year 
round. Be sure to insist on. Pack River Engelmann Spruce 
—specify it by name to, insure your customers’ complete 
satisfaction. Ask your wholesaler about it today, or. . . 


a 





Write Today for 
FREE BOOKLET 





ACK RIVER SALES CO. 


SPOKANE, WASH P.O. BOX 64 ° TELETYPE SP. 105 bd TEL. MAdison 0121 
Managing Sales For 
PACK RIVER LUMBER CO NORTHWEST TIMBER CO. THOMPSON FALLS LUMBER CO, 
Sandpoint, Idoho Gibbs, Idaho Thompson Folls, Mont 
+ CRESTON SAWMILLS, LTD. 7 
Creston, B.C. 
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Money invested 
with your local 
plywood jobber 
revurns 


local revenue 


DO YOUR PLYWOOD DOLLARS 
PAY YOU DOUBLE DIVIDENDS? 





Doesn't it make sense that you benefit 
more when you deal with another local 
businessman who is personally interested 
in your business because it is an impor- 
tant segment of his business? 

Look at these extras that you enjoy. 

You benefit from his knowledge of and 
interest in local sales conditions. You 
gain from hic ability to evaluate product 
and sales possibilities, offered by not one 
but many national suppliers, in terms of 


your specific sales advantage. You gain 





from the investment he makes in inven- 
tory, sales time, and promotion to help 
you develop and profit from these sales 
opportunities, 


Why send your plywood dollars away 
when “ploughing them in” with your 
local plywood jobber will pay you these 
extra dividends? Evans Products Com- 
pany, Dept. 5-8. Plants: Coos Bay and 
Roseburg, Oregon; Vancouver, B. C.; 
Sales Offices: Plymouth, Michigan, New 
York, N. Y., Chicago, Ill., Coos Bay, Ore. 


Lt pays you 7o do business...with your indep endiend plywood ob ber 


EVANS 


PRODUCTS COMPANY 


3UILDING Propucts MERCHANDISER 


EVANEER FIR PLYWOOD 


>eeeteee¢@ 


AND W000 PRODUCTS 


Uy, 
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THE FINAL 


HOME PLANNING CENTER of W. R. Shaw Lumber Co., South St. Paul, Minn 


rating 


$300,000 to 


entative of American 
$500,000 


lLumberman dealers. Subscriber—46 year 


| | a ee) oy: \ oe 


SUPER MARKET CONSUMER STORE of the W. 8B. Barr Lumber Co 
oe) eee ee 
$125,000 to $200,000 


This Year, Lumber ¢ Building Products Deale 


Denver 


Subscriber — 8 years, rating 


OUTSIDE SALESMAN Walter Hunt, of the Rosenthal Lumber & Fuel Co 
Crystal Lake, tll., gives advice to consumer customer who is building homes 
himself. Rating—$200,000 to $300,000. This typical AL&BPM dealer is a 
42 year subscriber 


For $3 BILLION in Consumer Purchases of 


The rapid post war growth of the do-it-your- 
self market first appeared on Saturday mornings 
in retail yards of the nation’s lumber and build- 
ing products dealers, in the pattern of home 
owners seeking materials and advice on home 
maintenance and modernization projects. 

Lumber dealers capitalized on this consumer 
traffic created by their exclusive handling of 
building materials to the point that they dom- 
inate retail sales to the do-it-yourself home 
improvement market. And with such sales esti- 
mated to reach over $4 BILLION this year, lumber 
dealers will sell the lion’s share—THREE BILLION 
DOLLARS 

Naturally, much of this will be lumber and 
building products, but lumber dealers will also 
sell their do-it-yourself trade millions of dol- 


lars in related shelter products that were form- 
erly sold by hardware, paint, garden supply and 
other specialty retail outlets. 

Today, 3 out of 4 consumer do-it-yourself 
dollars are spent at lumber yards because the 
lumber offers the greatest diversity of 
shelter products, one-stop shopping for prac- 
tically every shelter need, easy payment install- 
ment credit and because lumber dealers have 
made their stores service centers for practical 
how-to-do-it advice. 

In his development and handling of shelter 
product sales to the do-it-yourself consumer, 
the lumber dealer has had a full working part- 
ner: American Lumberman & Building Products 
Merchandiser, his bi-weekly business magazine. 

American Lumberman helped the dealer by 


dealer 


Oo read deadles 
AMERICAN 


BUILDING PRODUCTS MERCHANDISER 


ee ee Om” 


Editorial & Executive Offices: Twentieth Floor, 139 North Clark Street, Chicago 2, Illinois 
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ISLAND & WALL DISPLAYS of Schrader Lumber & Coal Co 
Mich., are characteristic of ALA BPM dealers. Subscriber 
$35,000 to $125,000 


Store Counters Will Be 





MODERN STORE FRONT & DISPLAY WINDOWS of Singer Lumber Co., Inc 
New Orleans, La., is typical of American Lumberman dealers. Subscriber 
22 years, rating—$200,000 to $300,000 







New Buffalo 


23 years, rating 





y i 
ea i i 

— 

BILLBOARDS, DIRECT MAIL, NEWSPAPERS, POINT OF PURCHASE MATERIAL 


RADIO & TV ogre used by ALABPM dealers to attract do-it-yourself consumer 
customers 


Shelter Products For Do-It-Yourself Application 


and informa- 
tion on what, when and how to sell the consum- 









DO-IT-YOURSELF CLINIC for amateur craftsmen 
Lumber Co., Inc., Des Moines, !a., is in the pattern of American Lumberman 
dealers. Subscriber—24 years, rating—$750,000 to $1,000,000 


providing editorial advertising yourself customer. 





As a result, the pages of American Lumber- 





er shelter products, a mat service to help the 
dealer prepare effective local newspaper ad- 
vertisements, a quality consumer magazine for 
local direct mail use and point of purchase 
material designed specifically to sell the do-it- 


man give prompt access to the interested atten- 
tion of the over 23,000 dealers who control the 
final 3 feet of sale for 75% of the current do-it- 
yourself consumer market in shelter products. 


For everyone interested in the retail merchandising of lum- 
ber, building and related shelter products, it’s American 
Lumberman because: FIRST IN THE FIELD—1873 ¢ BIGGEST 
CIRCULATION—over 23,000 dealers over 2,300 wholesalers 
¢ TIMELY—every other Monday, 26 issues per year ¢ MAX- 
IMUM VISIBILITY—readable, trim format, saddle-stitched, 


opens flat ¢ ECONOMICAL—costs less © RESULTFUL—the 
prestige, authority and usefulness of its editorial service 
increases believability, impact and effect. 


LUNBER 


Published every other Monday 


Financial 6-5380 


Other Offices: ATLANTA, CLEVELAND, NEW YORK and the WEST COAST 





building up do-it-yourself 


business will be the main source of 
growth for building-supply dealers— 
say the predictors. One way is to give 
more displays to products people know 
best—the ones that home owners in 
your area have seen in The Saturday 
Evening Post. It carries more building- 


materials and equipment advertising 


than any other POST = 


general magazine. 
The Post gets to the 


heart of America. 





A CURTIS MAGAZINE 





——Pa——e 


i 
Situations Wanted! | 


“Full-time salesman — cheap! WW, 


Available on i 





/ 


YY, 


7 





Set up this silent salesman in your yard or 
showroom and let your customers see the ad- 
vantages of a modern, all steel BILCO door — 
the one feature that makes a basement useful, 
convenient and safe, 





Demonstrate the permanence and economy of 
BILCO doors to wood hatchway 
prospects. 


replacement 


The best sales aid you ever had or return the 
unit for a full refund! 








Available to lumber and building supply dealers only. 
Write today for all the facts! 

















AMERICA’S FINEST 
THE BILCO COMPANY 
DEPARTMENT AM BASEME NT DOO R 
NEW HAVEN 5, CONN. 
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WHY DON’T YOU HANDLE 


ALUMINUM 


WINDOWS? 


Easy to Sell--No money tied up in large stocks-- 
Good Profits--Customer Satisfaction Assured 
Simple Installation--No Costly Servicing!-- 


Home-owners everywhere are specifying and de- 
manding aluminum windows. 


But, to get your full share of this ever-increasing 
business, you want to be sure the windows you 
sell are best for your customers . . . most profit- 
able for you, That’s why you should consider 
Cupples Aluminum Windows. 


Cupples windows are made by the nation’s lead- 
ing manufacturer of highest quality aluminum 
windows. Carefully engineered for each require- 
ment, Cupples windows considerably exceed the 
minimum standards of the Aluminum Window 
Manufacturers Association. They are easy to sell 
and install, with no service call-backs. And there 
is no need to carry a large stock. Mass produc- 
tion in our modern plant enables us to ship most 
orders immediately. Best of all, Cupples windows 
give you an excellent profit. 





Cupples manufacture a full line of double hung 
and picture windows (26 standard sizes) and the 
increasingly popular sliding units (24 standard 
sizes). Cupples has grown because their windows 
are stronger, easier operating, tighter and perma- 
nently trouble free. No complications in handling 
these time tested and proven aluminum windows. 


Your customers, too, will be completely satisfied 
with Cupples windows. And no wonder. Cupples 
Aluminum Windows will not warp or rust, re- 
quire no painting, are easy to operate and clean, 
blend with any type of architecture, are weather- 
tight and economically priced. 


So why not find out what a Cupples connection 
can mean to you in increased sales and profits. 
We're easy to do business with, and eager to help 
you in every way possible. Write us today for 
full details. 
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DRPORATIO 


2653 South Hanley Road 
St. Lovis 17, Mo. 
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How and Where to Find Good Employes 





The Most Profitable 
Pricing Policy 


Try not a fixed mark-up on 
all items, but multiple mark-up 
varying with conditions of 
sales and service. The most 
profitable things we have to 
sell are end-use packages 
either materials only or mate- 
rials and labor. 

Everytime we generate and 
sell a job in which labor is in- 
volved—we sell that time for 
the worker. Should we not get 
paid for selling the contrac- 
tor’s time—as well as that of 
any other worker? 

A minimum profitable sell- 
ing price for individual new 
home construction is secured 
through the establishment of 
a single management overhead 
for the warehousing, sale as- 
sembly, delivery and construc- 
tion of the entire new house 
project. The quicker you es- 
tablish this formula in your 
business, the sooner you can 
control maximum sales and 


3UILDING Propucts MERCHANDISER 


At a recent conference several dealers emphasized the diffi- 
culty in getting and holding competent employes. A survey of 
the problem by this magazine has indicated that the 15 sources 
listed below seem to be the most likely places to find new em- 
ployes. 

1. Your own present employes. Acquaint them with your 
needs and induce them to bring in likely employe possibilities. 

_ 2. Manufacturers and wholesalers. The sales representa- 
tives who call on you may be in touch with good men. 

3. Service clubs and business acquaintances. Let your social 
and business friends and customers know of your needs. 


4. Building trades people. Ask your contractors, architects, 
realtors, financing agencies to be on the lookout for likely can- 
didates. 

5. Educational institutions. Some colleges and universities 
are now granting degrees of Bachelor of Science in Light Con- 
struction Engineering and Marketing. Graduates are now 
available in considerable numbers. 


6. Classified ad in newspapers. Considerable thought and 
care should be given to the preparation of these advertisements. 
Make your specifications do a screening job for you. It will save 
time in interviewing poor prospects. 


7. Ads in trade papers. A “blind” advertisement is recom- 
mended because it enables you to screen the answers without 
unnecessary interviewing. Tell your employes you are running 
the ad. 

8. Study the ads in trade papers. Men and women who will 
show the initiative to write and pay for a well-thought out ad- 
vertisement selling their services are worth investigating. 

9. Employment agencies. Be sure to make your specifica- 
tions clear and understood. It will save you a lot of work. 

10. Promotion within your own organization. Many a good 
salesman has been found among yard employes. 


11. Competitors’ organizations. A little thought to the 
Golden Rule here is indicated. But in the exceptional case where 
the man solicits you, this may be unusually successful. 

12. School teachers. Dissatisfied and ambitious school 
teachers have proved to be an excellent source of retail sales 
material—especially those with manual training experience. 

13. Ambitious men and women from farm homes. In grow- 
ing up on a farm young people are exposed to five times as 
much construction and building material activity as the average 
city youngster. 

14. Building mechanics. Young building mechanics who are 
about to graduate into the contracting business have a special 
drive and many of them could make more money selling for 
the dealer than in contracting. 


15. Chain stores. Experienced men from the large chain 
stores that sell building materials are trained to a high point 
of competency. 


American Lumberman has intensively researched the prob- 
lem of a suitable employment application blank for lumber 
dealers (with special references to uncovering effective sales- 
men and women). We have developed a four-page blank which 
is comprehensive, thorough and checked for legality. 


More information is asked for than the average executive 
will consider necessary—but every bit of the information re- 
quested will have a bearing on whether the applicant will make 
a good sales person or not. 


The blank we have developed is available in quantities at 


$1.00 per dozen, $3.00 for 50, and $6.00 per hundred—money 
back if not completely satisfactory. — Art Hood 
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STORE INTERIOR showed how redwood, knotty pine, cherry, pecky cypress look 
when installed. Note how nationally-advertised products are featured by signs 


MATERIALS ARE DISPLAYED where 
they can be easily seen and handled. 
Swinging panels and perforated hard- 
board make this possible. 


Little Store Has Big-Store Features 


| SCREEN DISPLAY | 











ae DESK 


LARGE POWER. zx DISPLAY. 





TED CHAPMAN, 
president, Me 
Dowell Lbr. Co 
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COGNTER 


SHOWROOM LAYOUT PLAN of the 
McDowell Lumber Co., Syracuse, N. Y. 





D/S PLAY 
ISLAND 


STOCK ON SHELVES 


























WALL DISPLAYS 
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LOCK SETS AND CABINET HARDWARE are sold with the help of manufactur- 
ers’ displays on this island. Smaller hardware items are available by self-service. 


You don’t need a lot of space to show products these days. 





Take a look at the new McDowell Lumber Co., Syracuse, N. Y., 
and see how the use of the right fixtures and manufacturers’ sales 


aids can give a small store a big-time look. 


How a dealer can utilize a rela- 
tively small display area (40x35) 
to maximum advantage is demon- 
strated in the new store opened 


last May by the McDowell Lumber 
Co., Syracuse, N. Y. 

Swinging panels of sample build- 
ing materials are attractively 


MSDOWELL 


ace: _ BUILDERS supp n 


: — 
: 


SMALL STORE can be just as attractive as a big one. Redwood is the facing 
material above the glass windows. Windows are used effectively for displays 


SUILDING Propucts MERCHANDISER 


mounted for easy showing. Other 
samples of lumber, plywood and 
paneling are attached by eyelets 
and hooks to perforated hard- 
board. Every item is priced and 
identified, a big help to the home- 
owner traffic which constitutes 
about 50% of the business. 

The enlarged store made it pos- 
sible for the firm to add many new 
lines: paint, hand tools, hardware 
specialties and a tool rental corner. 

Newspapers, radio and direct 
mail are used by McDowell’s to 
promote their products and serv- 
ices. The two-day store opening 
program included demonstrations 
of power tools; how to apply insu- 
lation, ceiling tile, wall coverings 
and other materials. Carpenters 
showed how to hang doers, install 
windows and finish rooms. A do- 
it-yourself kit of ideas for con- 
struction projects was given away 
in addition to other prizes. Spe- 
cials were offered on a gallon of 
paint at $3.98 and a five-piece tool 
kit for $6.95. 

Ted Chapman, president of the 
McDowell Lumber Co., bought the 
business in 1947. His great grand- 
father founded the business in 
1825. George Glover is vice-presi- 
dent of the company. 
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Do-It-Yourself 
WINDOW POSTERS ANNOUNCE the hours of the you-do-it show on the window 


of the Mineola (N. Y.) Lumber Corp. Note the posters announcing the night 
Feature eee store hours. 


Repeats Successful Do-It-Yourself Show 


New York dealer stages three two-day shows this year; others planned. 


Staging successful do-it-yourself tion. In the last 12 months, the people attended the last show in 
shows have become a habit at the Long Island firm has held three March. 
Mineola (N. Y.) Lumber Corpora- two-day shows. Several thousand An immediate pickup was noticed 


in package sales including dormers, 
play houses and precut garages. Be- 
sides increasing sales, the experi- 
ence from each show has helped the 
Mineola management produce a bet- 
ter one next time. 

Daniel Greenhauff, president of 
the firm, believes that attendance 
would have been even greater than 
it was if the store hours had been 
changed to 3 p.m. to 10 p.m. daily. 
On the second day of the March 
show, closing time was set at 7 p.m. 
and attendance was about half the 
first day’s when the show closed at 
10 p.m. The doors opened at 10 a.m. 

Promotion consisted of ads in the 
two local papers one week before 
the show and follow-up ads two 
days after the show. The news- 
papers printed publicity. stories 
about the show and participating 
exhibitors. 

No door prizes were offered, but 
some of the 12 exhibitors held 
guessing contests. Persons regis- 
tering were automatically placed on 
the lumber company’s mailing list. 

“More exhibit space would be 
desirable,” Greenhauff says, “but 
we feel it is best to have the show 
in our place of business.” The show 

QUARTET OF HOMEOWNERS LEARN how to install rubber tile. Pegboard cost about $1,500; another one is 
(background) is used to display power and hand tools. planned for late September. 


34 August 23, 1954, AMERICAN LUMBERMAN & 








~ 


~~ @ 


=} 
{.4j @ . 
é Ub 


On furniture 


In kitchens 


Sq 2” KNOBS ACTUAL SIZE D 


FOR MODERN OR TRADITIONAL STYLING 


Amerock offers the newest in cabinet hardware beauty 





Extra flair for modern interiors. You can highlight the beauty of your cabinets, built-ins, and furniture 
with these smart new Decorator Knobs by Amerock. Easy to attach . . . one screw holds securely .. . 


and backplate covers any markings when replacing old hardware. 


Colonial charm with new brilliance in solid polished brass. Authentic “heart”? pattern ... most pop- 
ular of Early American designs. Stunning on either natural or enameled woods. 


Priced from 20¢ up, Amerock offers cabinet catches, hinges, knobs, and door or drawer pulls. Matched 


ensembles of polished chromium, polished brass, Colonial black, antique copper and other finishes. 


SEE YOUR AMEROCK DEALER 
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In Kitchens In Dining Rooms in Recreation Rooms 


+ BRASS “H" HINGES $1.60 PAIR £O485-3 BRASS DOOR AND DRAWER PULL 75¢ EACH 
EO1616-3 FOR FLUSH DOORS—EO1620-3 FOR %” OFFSET DOORS Pull and hinge shown actual size v 





Order from your Better Homes 


Amerock wholesaler 


and Gardens 


Nearly 4,000,000 copies of this ad in October BETTER HOMES 
will bring Amerock customers to your store. This ad is your ad when 


nd 
a you have Amerock on display — see next page for FREE DISPLAYS. 


next page 

















Picture Frame 
Displays 


No. 535 DISPLAY (left) 
SIZE 11” x 13” 
No. 545 DISPLAY (below) 

















with purchase of either of these prepacked stock assortments... 


DEAL No. 5350—DECORATOR KNOBS 
Retail Value 


$11.40 
13.20 


1 doz. A4371C Decorator Knob and Plate 

1 doz. A4491C Decorator Knob and Plate............ 
1 doz. A4371B Decorator Knob and Plate 

1 doz. A4491B Decorator Knob and Plate 

TOTAL RETAIL VALUE of hardware for resale $49.20 
FREE No. 535 DISPLAY (4 mounted knobs hove retail value of $4.10) 
LIST PRICE $49.20; DEALER PAYS ONLY $29.52 
Shipping Wt. Complete, 26 Ibs. 

No. 535 Display only, list price $4.10; Wt. 2 Ibs 





DEAL No. 5450—BRASS COLONIAL 
Retail Value 


1 doz. pr. EO1616-3 "H" Hinge for Flush Doors 

1 doz. pr. EO1620-3 "H" Hinge for %” Offset Doors.... 
1 doz. E0485-3 Door and Drawer Pulls 

TOTAL RETAIL VALUE of hardware for resale 

FREE No. 545 DISPLAY (Mounted hardware has retail value of $3.10) 
LIST PRICE $47.40; DEALER PAYS ONLY $28.44 
Shipping Wt. Complete, 9 Ibs. 

No. 545 Display only, list price $2.50; Wt. 2% Ibs 


19.20 
9.00 


—---------------+ 


AMERICAN CABINET HARDWARE CORP., 
ROCKFORD, ILL. 


C) Decorator Knob Deal No. 534 
[) Brass Colonial Deal No. 545 


ORDER FROM YOUR AMEROCK WHOLESALER 
OR SEND COUPON 


National Hardware Show 


| 

| 

| 

| SEE IT IN BOOTHS 44-46 

: CHICAGO, OCTOBER 11-15 
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DIVISION OF THE SALES DOLLAR BY EXPENSE 


UNDER $250,000 $250,000 


COST OF SALES 
75.3¢ 


OPERATING 


OPERATING 
PROFIT °2.5¢ 


03 ¢ PROFIT °3.2¢ 


WAGES & 
9.2¢ SALARIES 
OPERATING 
EXPENSES 


executive *7 ¢ 


EXECUTIVE 
SALARIES 


SALARIES 


Excludes profit from direct carload ship 
ments and nen-operating income and ex 
penses 


TO $750,000 


COST OF SALES 
75.6¢ 


2¢ 


8.2¢ 
OPERATING 
EXPENSES 


CATEGORIES 


OVER $750,000 


COST OF SALES 
76.0 ¢ 


OPERATING 
PROFIT °4.3¢ 


EXECUTIVE 
SALARIES aoe 


9.8¢ 
WAGES &@ 


WAGES & 
SALARIES 


7.0¢ SALARIES 
OPERATING 


EXPENSES 


American Lumberman’s second annual financial survey 
enables you to compare your cost of doing business with those of 
dealers in the same volume category. Now is a good time to 


Compare YOUR Operating Statement 


By Ira S. Fields 
Fields and Fields, Certified Public Accountants, Chicago 


Decreased markups, coupled with increased oper- 
ating expenses, resulted in smaller operating profits 
for retail lumber dealers in 1953 as compared with 
1952. This conclusion was reached after analyzing 
the American Lumberman’s second national annual 
financial survey of retail lumber dealers. 


We checked our survey results with surveys by 
various state and regional retail lumber dealers’ 
associations across the country and found that the 
above conditions were uniform throughout the nation. 


For the purpose of our survey, dealers’ statements 
were divided into three volume groups: 


Group 1—Annual volume less than $250,000. 


Group 2—Annual volume 


$750,000. 


between $250,000 and 


Group 3—Annual volume over $750,000. 





About the Author 


Ira S. Fields of the public account- 
ing firm of Fields and Fields, Chicago, 
is well known to the readers of Ameri- 
can Lumberman as the author of the 
authoritative department, “Your Fi- 
nancial Counselor.” Fields and Fields 
serves a number of lumber dealer 
clients as accountants and manage- 
ment consultants. 











Because of a large variation in the amount of sal- 
aries paid to executives and owners, a more accurate 
comparison of profits can best be made by comparing 
the net profits before deducting executives’ and own- 
ers’ salaries. This type of comparison for 1953 and 
1952 follows: 

Percentage of Net* 
Profit (Before Deducting 
Executives’ and Owners’ 
Salaries) to Net Sales 
1953 1952. 
5% 10.4% 
9.2% 


8.6% 





7 
2 7.7% 
7 


3 0% 

It is of interest to note that during 1953 the larger 
lumber dealers, consistent with prior years, earned 
the lowest rate of net profit. Yet these larger dealers 
experienced a lesser decrease in net profit rate than 
the smaller companies. The reason for this is simply 
that the smaller sales volume of the companies classi- 
fied in Groups 1 and 2 are not enough to withstand 
the increased cost of doing business as well as the 
larger volume group. 


Operating Expenses 


The major factor influencing decreased profits was 
the rate of increased operating expenses. Gross 
profits decreased only from .2% to .3% for dealers 
in all volume groups. Therefore, we analyzed the 
composition of operating expenses for each of the 
volume groups and in certain instances, made com- 
parisons with averages shown in last year’s survey. 

The following tabulation compares the percentage 


*Idealistically, these figures should be 14%; that is, 10% 
net profit before taxes plus 4% owners’ and officers’ sal- 
aries.—The Editors 
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DIVISION OF THE SALES DOLLAR BY FUNCTIONAL CATEGORIES 


UNDER $250,000 


se by B 
? ot : St 


/ COST OF SALES 


OPERATING 
PROFIT *2.5¢ 7.7¢ 
SELLING ¢ ADMINISTRATIVE 
EXPENSES 4-3 ¢ = 5.4¢ & GENERAL 
DELIVERY YARD EXPENSES 
EXPENSES EXPENSES 


OPERATING 
PROFIT *3.2 


SELLING 4.3¢ 
EXPENSES 


DELIVERY 
EXPENSES 


Excludes profit from direct carload ship- 
ments and non-operating income and ex- 
penses 


prarannapes ype: cagpeser canta te 


of total operating expenses to net sales for each of 
the three groups for the years 1953 and 1952: 


Percentage of Operating 
Expenses te Net Sales 


Group 1953 1952 
1 22.2% 17.8% 
2 21.2% 18.5% 
3 19.7% 18.8% 


The increased operating expenses for the small and 
medium-size lumber dealer was chiefly attributable 
to increased salaries as shown in the following 
break down: 





Group 











Salaries (In- 
cluding ex- 
ecutives’ and 
owners’ sal- 
aries) 13.0% 10.0% 


13.0% 10.8% 12.7% 12.3% 


Other operat- 
ing expenses 9.2 7.8 8.2 7.7 7.0 6.5 





Total op- 
erating 
expenses 22.2% 17.8% 


21.2% 18.5% 19.7% 18.8% 





Investigation into this general rise in salaries indi- 
cates that a substantial increase in salesmen’s and 
office salaries was more than sufficient to offset a 
slight decline in executives’ and owners’ salaries 
included in the above tabulation. 


Executives’ and owners’ salaries were submitted 
by all but a few of the reporting companies. By 
averaging the executives’ and owners’ salaries for 
only those companies who reported this classification 
separately, we found the average percentage to be 
as follows: 

Percentage of Executives’ 
and Owners’ Salaries to 

Net Sales 
Group 1953 1952 
1 3.7% 44% 
2 3.3% 4.0% 
3 2.7% 2.9% 





In addition to obtaining certain statistics as to the 


3UILDING PropucTs MERCHANDISER 


$250,000 TO $750,000 


3.3¢ 5.8¢ 


YARD EXPENSES 
EXPENSES 


OVER $750,000 


~ 
COST OF SALES 
75.3¢ X 75.6¢ 


COST OF SALES 
76.0 ¢ 


OPERATING 
7.8¢ PROFIT °4.3 7.3¢ 
ADMINISTRATIVE SELLING Ve 
& GENERAL EXPENSES 3.9¢ 5.4¢ 
DELIVERY YARD 
EXPENSES EXPENSES 


ADMINISTRATIVE 
& GENERAL 
EXPENSES 


various operating expenses, we were able to group 
these expenses by function, such as yard expense, 
delivery expense, selling expense, administrative and 
general expense. In this manner, a better look at the 
functional costs of doing business is presented. The 
following compares the functional costs of the three 
volume groups: 


Group 
1 2 3 
100.0% 100.0% 100.0% 


Cost of sales 75.3 75.6 76.0 
24.7% 








Net sales 





Gross profit 24.4% 240% 





Operating expenses: 
Yard 5.4% 5.8% 5.4% 
Delivery 4.3 3.3 3.9 
Selling 4.8 4.3 3.1 


Administrative and 
general 7.7 7.8 7.3 





Total operating 


expenses 22.2% 





Operating income 2.5% 


Other income less 
other deductions 1.3 





Net income before 
income taxes 3.8% 4.5% 4.5% 





Retail lumber dealers have often inquired as to 
the relative number of employes necessary to main- 
tain an efficient operation. To answer this, we asked 
each be to indicate the number of employ2s re- 
tained. 


We found the average sales volume per employe to 
be as follows: 


Average 
Sales Volume 


Per Employe 
$25,213.62 
23,806.11 
28,433.93 


(continued on page 42) 
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Ralph J. Meyers, president of R. J. Meyers Floorcraft Company of Columbus, 
Ohio, says: “My men can install a sinktop of Consoweld 10 approximately 
25% faster than one of the 1/16 inch laminates. They don't worry about it 
breaking so easily and there is less waiting time on the mastic we use 


than with the contact bond adhesives necessary with thin laminates. 

“| find one of my biggest advantages with Consoweld 10 is that we can 
do remodel jobs, where old linoleum has to be removed, and go right over 
the old board, whereas the thinner laminates require a new plywood top.” 


ave time, labor, 


This 1/10” plastic laminate’ is for 
fast, on-the-job use... two-thirds 
thicker than the usual 1/16” laminate 


Until now, installation of plastic surfacing has re- 
quired special tools, special techniques. But not with 
the new Consoweld 10! Here’s a plastic surfacing 
that offers you a way to save time, labor and money 


new 


by on-the-job application—in short, a way to make 
more profit! 


Easy to handle, easy to fit—Consoweld 10 is ex- 
tra thick, extra rigid. As a result, it can be cut 
and fitted easily on the job. Your own men or 
your “top man’’ will find that a counter-top—com- 
plete with mouldings—can be finished at far less cost. 
To use Consoweld 10 on a wall in new construc- 
tion, just apply it directly over gypsum board or low- 
cost building board. In remodeling, any reasonably 
even surface will give you a top-flight job. Your 
choice of convenient panel sizes: 30 and 48 inches 
wide, 96 and 120 inches long. 


No need for “perfect” supporting surface — Coarse 
wood grains, knotholes and cracks which would 
“telegraph’’ through a thinner plastic surfacing 
do not show up in the finished Consoweld 10 job. Its 
extra thickness and rigidity “iron out’’ these irreg- 
ularities ... give you a finish that’s smooth to the 
touch and smooth to the eye. The saving on a lower- 
cost supporting surface goes into your profit column. 


No bonding problem— With Consoweld 10 you can 

use an easy-to-handle rubber-base mastic ad- 

hesive—slower setting than contact adhesives. 
You can shift the Consoweld, if necessary, while fit- 
ting it into place. Finish edges with moulding and 
you're through—with a job you can be proud of. 


How to save money on your next plastic surfacing job 
Specify Consoweld 10... prove to yourself that you save 
time, labor and money. New, completely illustrated book- 
let gives you all the facts on how to handle counter-top 
or wall jobs quickly and easily. Use the coupon and get 
your free copy! 


CoOnSOWELD 


plastic surfacing 


Gro ‘pt , colorful Licting 


Consoweld, Wisconsin Rapids, Wis. 
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It’s “beauty in the bath,” with Consoweld 10 on the walls. And a beautiful Because of its extra thickness and rigidity, Consoweld 10 can be applied 
profit for the builder, because of the lower total cost of the job. Labor costs directly onto any reasonably smooth wall surface with beautiful, perma- 
are drastically reduced because each panel of Consoweld 10 goes up fast nent results. It’s easy to handle; equally good for new construction or for 
and covers a large area. remodeling and modernization. 


money with 


CONSOWELD 6 


Consoweld 6 (the usual .060’ thickness) has long 
been a favorite of many fabricators for shop appli- 
cation and for some types of on-the-job use, espe- 
cially where self-edging is desired. It is applied with 
pressure- or contact-type adhesives. 





The quality of Consoweld 6 and Consoweld 10 is 
the same, the only difference being in thickness. 
Consoweld 6 panel sizes: 30-, 36- and 48-inch widths; 
72-, 96- and 120-inch lengths. 

Both Consoweld 6 and Consoweld 10 are ex- 
tremely durable high-pressure thermosetting dec- 
orative laminates. They meet or exceed the high 
standards of the National Electrical Manufac- 
turers Association ... your assurance of highest 
quality. 











Your inquiry on the Consoweld story is invited. 
Drop us a card or letter stating your interest. 


Wr. Distributor and Wr. Dealer: [ 
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Financial Requirements 


FINANCIAL STATEMENTS 


We were able to obtain pertinent statistics con- 
(begins on page 38) 











Summary of Operating Results 
b 


Volume Groups 


Volume Groups 
$250,000 
Under to Over 
$250,000 $750,000 $750,000 





Net sales 100.0% 100.0% 100.0% 
Cost of sales 75.3 75.6 76.0 





Gross profit 24.7% WA% 24.0% 





Operating expenses: 
Yard expenses— 

Yard wages 

Rent 

Depreciation—Yard 
equipment 

Taxes and yard 
licenses 

Other yard expenses 





Total yard 
expenses 





Delivery expenses— 
Truck drivers’ wages 
Truck expenses 
Depreciation—Trucks 
Other delivery 

expenses 





Total delivery 
expenses 





Selling expenses— 
Salesmen's salaries 
and commissions 
Advertising 
Other selling expenses 





Total selling 
expenses 





Administrative and 

general expenses— 

Executives’ and 
owners’ salaries 

Office salaries 

Bad debts 

Legal and audit 

Unclassified 





Total administra- 
tive and general 
expenses 





Total operating 
expenses 





Operating income 
before carload 
income 


Carload income 





Total operating 
income 


Other income less 
other deductions 





Net income 
before income 
taxes 














cerning the capital requirements of retail lumber 
companies. Related statistics such as inventory turn- 
over and the average collection period for receiv- 
ables were also obtained from this year’s question- 
naire. 


The following are the most frequently asked ques- 
tions concerning the financial structure of retail 
lumber dealers, together with the answers obtained 
from the questionnaire. 


Question 1—How much net worth is required in rela- 
tion to sales volume? 


By dividing the total sales volume by net worth we 
were.able to determine how many sales dollars were 
produced for each dollar of net worth. 


The following tabulation indicates that the net 
worth requirements in relation to sales volume re- 
mained the same for 1953 as compared to 1952 for 
the small and medium-size dealers, but the larger 
dealers produced less volume in relation to net worth 
in 1953 than 1952: 


Volume Compared to 
Net Worth 


1953 1952 
2.6 times 2.6 times 
2.6 times 2.6 times 


3.0 times 3.5 times 








Question 2—What is the average inventory turnover 
experienced in each of the three volume groups? 


The following compares inventory turnovers: 


Inventory Turnovers 
Group 
Year 1 2 3 











1953 3.6times 3.3times 5.1 times 

1952 3.8times 3.3times 4.2 times 
Often the inventory turnover, as shown in the fore- 
going tabulation, is expressed in the number of days 


that it takes to completely turn over an inventory. 
The following tabulation presents this information: 


Number of Days to 
Turn Over Inventory 


Group 
Year 1 2 3 
1953 85.6days 93.3days 60.4 days 
1952 8l.idays 93.3days 73.3 days 











While rapid turnover is a healthy sign, it is impor- 
tant to remember that high turnover in itself does 
not necessarily produce profits. Sales must bring 
normal gross profits or rapid turnover may result in 
a mere exchange of dollars. First, the gross profit 
must be right and then adequate turnover can con- 
serve invested capital. 


Question 3—What is the average period for collect- 


ing receivables? 


The questionnaire for 1953 did not ask for a break- 
down between cash sales and charge sales. In deter- 
mining the number of days it would take, on the 
average, to collect accounts receivable, we had to 
work with total sales instead of just charge sales. 
For that reason the smaller companies which do pro- 


(continued on page 98 ) 
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put 
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in the 
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picture 


SENSATIGNAL NEW PLAN... 
developed by a leading architect-builder- 
realtor, enables America’s lumber dealers to 
cash in on the rich prefabricated home 
market. Dealers who qualify will enjoy all 
the advantages of national prefab firms! 


3 TIMES THE PROFIT... 
you now make on building materials, can 
be yours under this plan! But you make only 
a minimum investment! You can actually 
undersell prefab competition because yor: 
overhead remains low! 


EXCLUSIVE FRANCHISE... 
available for just ONE dealer in each area. 
Get complete information NOW on this sen- 
sational new plan. Write, wire, or phone 
today! No obligation! 


Some Territories Still Available the pana house, inc. 
for Sales Representatives. america's toremost panelized home! 


18320 Lanken Rd Cleveland, Ohio 
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Twelfth in a merchandising series 


Are You Missing 
the NEW Profits 
in Hardboards? 


Hardboard is turning 


up in new forms that are ideal 
for modernizing every room 
in the home. There’s also a 
new hardboard siding with a 
good sales potential. 


NEW BLOCK hardboard is shown by Brooks Baughman, man- 
ager, Crestline Lumber Co., Cedar Falls, Ia. This new product 
is also available in plank design and in both solid colors and 
wood patterns. 


Sometimes a basic building ma- 
terial goes along for years without 
a significant change. It fills a need, 
the quality is satisfactory and 
you’re glad to sell it. 


Then in just a matter of months 
there’s a whole string of variations 
and improvements of the funda- 
mental product. Hardboard is a 
good example. Just in the past 
year plank and block, perforated 
board, siding and striated panels 


LEATHER GRAIN hardboard is dis- 
played above at the Ed Williams Lum- 
ber Co., Canton, Ohio. All hardboard 
items are labeled and priced by the 
square foot. 


44 


have been introduced. 


In our talks with dealers one 
thing became very obvious. Hard- 
board now is no longer strictly a 
shed item. It belongs now in the 
showroom because the newer prod- 
ucts must be seen for best sales 
results. You need a demonstration 
wall display, for example, to show 
customers how tongue and groove 
plank or block is applied with spe- 
cial clips. 

But let three dealers tell you how 
they sell hardboard in profitable 
volume—both the standard items 
and the newer products. 


Doubles Sales 


The Fullerton Lumber Company 
of Duluth, Minn., doubled its sales 
of hardboard in the last year 
through the simple technique of 
practicing what it preached. 

The hardboard sales boom re- 
sulted because Fullerton used 
hardboard extensively in remodel- 
ing its office and salesroom. The 
exterior of the main sales building 
was surfaced with 44-inch tem- 
pered hardboard siding. Even the 
floors of the sales office were cov- 
ered with hardboard cut into 4’ x 
6” and 4’ x 8” panels for fitting to 
the floors. 


August 23, 


In addition, hardboard was also 
used for the counter tops of nail 
and hardware bins, the top sur- 
faces of feed benches for cut off 
saws and on the sides of the com- 
pany’s trucks. It is used, also, for 
temporary walls and displays. 

Carl Nelson, store manager, says 
that a customer can “hardly turn 
around in our store without seeing 
hardboard in practical use. Hard- 
board turned out to be a great 
salesman for itself.” 

“Customers,” Nelson added, “‘are 
impressed with our hardboard 
floor. It never fails to catch the 
prospective customer’s eye. The 
customer walks right over the ma- 
terial and judges for himself how 
rugged and abrasion-resistant it 
is.” 

Nelson believes the use of hard- 
board in the Fullerton yard 
arouses interest in hardboard. But 
other sales techniques are neces- 
sary to close the sale. After the 
customer’s interest is aroused, Ful- 
lerton sales personnel ask ques- 
tions about the job to be built or 
remodeled. They, then, make rec- 
ommendations on the type of hard- 
board best suited for the purpose. 
Regular promotion devices, such as 
mailing pieces, window displays 

(continued on page 46) 
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FROST BLENDE 


PASTEL 
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TWO TONE GREEN| 


A SUREFIRE MERCHANDISING FEATURE IS COLOR in selling 

today’s home — and BIRD roofing has it! Today’s low roofline has rapidly 

built up a tremendous homeowner interest in the color of the roof, 

BIRD Master-Bilt shingles are available in an unequalled array of Rainbow 
Colors ... from strong striking hues to delicate pastels. 

To help builders sell their houses, BIRD Master-Bilt shingles offer highly 

merchandisable colors in a first quality product of thick-butt construction 

with two deeply embedded layers of granules. 
Ask your distributor for further information or write 
BIRD & SON, ine., Dept. AL-8, East Walpole, Massachusetts. 


QUALITY PRODUCTS SINCE 1795 | ¥~) EAST WALPOLE, MASS., NEW YORK, N. Y., CHICAGO, ILL., SHREVEPORT, LA. 





EASY APPLICATION is a feature of 
the new plank and block hardboards 
They have tongue and groove joints 
and concealed fastening 


WORKING WALLS are simple to build 
with 4%” hardboard with the  per- 
forated surface. In the garage, above, 
the product was nailed to the studs and 
the metal clips support even a heavy 
outboard motor 


THIS SOFFIT installation uses per- 
forated hardboard panels to provide 
both ventilation and interesting decora- 
tive effect. Rain runs off rapidly elim- 
inating possible buckling. 


Try Suggesting These New Uses for Hardboards...... 


and signs bring hardboard cus- 
tomer traffic into the store. Hard- 
board siding, Nelson added, per- 
forms well in Duluth and sur- 
rounding areas, where winters are 
often severe. 

The largest percentage of Ful- 
lerton hardboard sales, Nelson 
said, are of lap siding, interior 
paneling and floor underlayment, 
with additional sales to workshop 
hobbyists who use the product in 
building furniture and other home 
projects. 


10,000 Feet Monthly 


Another dealer who has _ im- 
proved his hardboard sales is the 
James E. McTague Company, Inc., 
Philadelphia and Germantown, Pa., 
who sells about 10,000 square feet 
of hardboard each month. Mce- 
Tague sales are chiefly in small 
sizes, which are prominently dis- 
played with hardboard literature 
suggesting uses of the material. 
McTague also advertises hard- 
board regularly in local newspa- 


HARDBOARD SIDING was used during the remodeling of 


pers, making the point that their 
hardboard is manufactured in the 
United States. 

Many dealers could profit by 
knowledge of the operations of the 
Kutter Brothers Lumber Co., Cot- 
tage Hills, Ill, a firm which got 
its start only six years ago, during 
the well - remembered material 
shortages. Kutter is ranked by 
manufacturers as a top-line hard- 
board sales outlet, despite the fact 
that the community of Cottage 
Hills is so small that the company 
is denied local newspaper and ra- 
dio advertising. 

Kutter relies on spectacular win- 
dow displays, a sales force well 
schooled in hardboard (as well as 
other items in the line), and direct 
mail pieces. 

Hardboard is prominently dis- 
played within the store in racks 
provided for the purpose. The rack 
displays, Kutter officials report, 
sell a lot of hardboard to custom- 
ers who “browse around the store 


before making a purchase.” 


Likes Direct Mail 


Over the last six months, Kutter 
twice has sent out hardboard di- 
rect mail pieces to its entire cus- 
tomer mailing list giving uses of 
the material and recommending it 
for exterior siding, interior panel- 
ing, floor underlayment, wainscot- 
ing and for other projects popular 
among owners of power tools. The 
sales response has been most en- 
couraging, Kutter’s report. 

Practically all lumber dealers 
contacted reported good sales of 
peg board, (perforated hardboard 
panels). Dealers agree that dis- 
plays showing the use of peg board 
in the kitchen, as a hanging board 
for utensils; in the living room, as 
a background for the convenient 
hanging of pictures, plants, etc., 
and its use as a bulletin board for 
offices, stimulate constant and in- 
creasing sales of the product. 


GOOD FLOOR and silent salesman is the way Fullerton 


Fullerton’s yard. The application has helped to stimulate 


Lumber Co., Duluth, Minn., describes their floor of tempered 
many sales of siding 


hardboard 
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NEW DISPLAYER AND CUTTING RACK 








HELPS BUILD SALES OF... 


Pennvernon Window Class 


ul | 
Hiei 

| | 
| | 


Penn VETHON 


PAINTS - GLASS +» CHEMICALS + BRUSHES 


PITTSBURGH 


BUILDING Propucts MERCHANDISER 


Ww you set up this new Pennvernon dis 
player with an upright cutter in your retail 
show room, you're all set to benefit two ways! First, 
it’s a great saver: It saves the time and steps you 
ordinarily need to go to the back room or the base 
ment to cut window glass to a customer's measure 
ments as well as saving plenty of space in yout 
store room. Second, it brings your Pennvernon 
Window Glass right out in the store where the 
customer can't help seeing it and being reminded 
that he needs a new pane of window glass to fix 
that broken window in his home. 

Measuring just 4 feet across, the case is precision- 
designed with compartments which hold 2 sizes 
of glass in full box quantities. A mechanical glass 
cutter is mounted on the ledge to automatically 
measure and square glass for cutting, You just 
select a light of glass from the basic stock in the 
displayer and, while the customer watches, cut it 
to the exact size he needs. Discarded glass drops 
down through the slot into the large drawer 
beneath. 

An extra feature of this new displayer and cut 
ting rack is the large supply of compartments for 
the display of related items like putty, paint, 
glazier’s points and putty knives. 

Ihe displayer is available at nominal cost from 
the National Retail Hardware Association as a 
complete unit, ready for installation, For more 
information write to the nearest branch of the 
Pittsburgh Plate Glass Company, or on the Pacific 
Coast to the W. P. Fuller Company or, fill out and 
mail the convenient coupon, 


ec -------- eee eee 
Pittsburgh Plate Glass Company | 
Room 4297, 632 Fort Duquesne Blvd. | 
Pittsburgh 22, Pa. | 
Without obligation on my part, please send me: | 

Complete information 
C) Construction details on the new Pittsburgh Glass | 
Displayer. | 
POM 6b: 6 denne sh 60 0d co ckdbonereewes | 
RGM: oc cccccevees 


City 


PLASTICS + FIBER GLASS 


PLATE GLASS COMPAN Y. 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 


(To obtain more data on advertised products see page 96) 





YOUR AD OF THE WEEK 





No. 16 of a Series 


CREATE SALES WITH “PROJECT” ADS 

The success of contracting firms in selling ail types 
of home-improvement jobs has awakened many lum- 
ber dealers to the powerful appeal of “package” or 
“project” advertising. Here are four sound reasons 
why ads of this type should be included in a well- 
balanced advertising schedule. 

1. Many homeowners believe that the number one 
tep toward a new attic room, garage, or any impor- 
tant construction job, is to call in a contractor. Your 
advertising should emphasize that your store is “first 
stop ~~ 
connection 


should stress the services you render in 
with project such as planning 

assistance, estimating, handling of financing, con- 

struction supervision, lining up contractors. 

2. It is to the customer’s advantage to first discuss 
his project with a lumber dealer because only the 
dealer can show so many samples and offer the wide 
choice of all materials going into the job — lumber, 
millwork, insulation, interior finishes, paint, hard- 
ware, roofing, etc. 

3. The completed job, not the individual products 
that go into it, is the prospect’s primary interest. 
Ads picturing the project will be noticed and read 
by many who would not give a second glance to ads 
showing products only. 

1. Project ads with a package price for “materials 
only” help stimulate your “do-it-yourself” prospects 
to get busy on home-improvement jobs. 

Remember, key line in your project ads is “only 
$00 per month” — familiar words that so often close 
the sale to a public accustomed to installment buying. 


sales, 


SEND NOW FOR 
YOUR FREE COPY OF 
THIS HELPFUL AD BOOK 


A complete, ready-to-use adver- 
tising service layouts, head- 
lines, copy suggestions, valuable 
ideas — plus reproductions of 
254 mat illustrations of products 
and projects. 
= 
(pleose print or type) 


AMERICAN LUMBERMAN 
139 No. Clark St., 
| Chicago 2, Illinois 


| Rush my free copy of the 48-page ADservice book. 


| COMPANY 


ADDRESS 





it’s easy to make up the 3-column ad below, and hun- 
dreds of others, when you use mats offered in the 
ADservice book (see coupon below). 


YOUR NAME OR SIGNATURE CUT HERE 


Put an end to 
crowded living! 


WE'LL HELP YOU PLAN THE 




















FINISH THE ATTIC 



































as row as OO per mo. 


ENCLOSE THE PORCH 























cakes came 









































YOUR NAME 














> | 
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VESALE DISTRIBUTOR- a 
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Meet the Growing Demand! | Bera 


: . 
. , : : 
The popularity of dry wall construction is grow- . . 
ing ... and growing fast! That means more and wey m er ro uc Ss 
more of your customers will need dry wall tools. : 


The perfect answer is Goldblatt Dry Wall Tools! 





Big demand? You've seen it yourself. For ex- 
ample, look at these figures: an estimated 7,000,000 
owners of one-family homes need more space. At : 
$1,000 a room, the dollar potential of this new mar- p ONDERO SA PINE 
ket is $7 billion—almost half of the total $15 billion . 


volume of new residential construction done in 1953! 


The big part of this work will be dry wall construc- “a D OUGLA S FIR 
t100. 


, . oe ™% 
And that’s a new market—a bonus market in " * 
addition to the growing use of dry wall in new home ‘ REDW 0 OD 
construction. ‘ ’ 


Get ready now to fill your customers’ growing 
need for dry wall tools. Stock and sell the most com- 
plete line of tools especially designed to meet the 
needs of dry wall construction—Goldblatt Dry Wall 
Tools! 


SPECIALIZING IN 








s at the National Hardware 
Show Booth 188 


SEND TODAY FOR 
FREE CATALOG 


You'll find this catalog 
is a guide-book to profits. 
Stock and sell Goldblatt Ce- 
ment-Finishing, Plasterers’, 
Dry Wall, Masonry and other # & 
construction tools and equip- ; 


ee (00.J.Silhernagel 


customers, NEW sales, NEW 
GENERAL OFFICE 


ichi ve., icago 3, Ill. 
oldblatt) rool COMPANY | renee mann 


Telephone RAndolph 6-0540 


FIRST CHOICE OF THE 
TROWEL TRADES 


1924-E Walnut St., Kansas City, Mo. 
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SCHEDULE OF PAYMENTS on a financing sign helps 
Pete Bailey, president, tell a customer how economically 
she can add an extra room to her home. 
black lettered sign is suspended from the ceiling in the 
showroom where all customers can see it 


The red and 


SIGNING A CONTRACT for a new home is supervised by 
Harry L. Lawson, comptroller and credit manager. The firm 
offers complete package projects 
der to effectively control sales of materials. 


including financing—in or- 


Installment Selling Controls the Sale 


Here’s the complete story of the Bailey Lumber 
Company’s financing operation that increased overall sales 
six years in a row. This Florida dealer will give you a new 


understanding of the importance of installment selling in 
your business. 


Installment sales grew from 
nothing to one-fourth of the Bailey 
Lumber Company’s volume in six 
years and has helped increase total 
sales for the Miami firm each year. 

Pete Bailey, president, explains 
that his firm handles financing for 
both new construction—generally 
with FHA or lending institution 
loans—and remodeling with FHA 
Title I or company loans. And 
there’s both sound reasoning and 
detailed planning back of Bailey’s 
installment selling. 


Controlling the Sale 

“We base our sales approach on 
the complete package service,” 
says Bailey, “which gives us rather 
successful control over the sale of 
building materials. We zive custo- 
mers a complete package deal right 
here in our own office which in- 
cludes home planning, blueprints, 
construction advice, finding reli- 
able contractors and arranging 
financing. We furnish these serv- 
ices at no charge because we are 
aiming to control the sale of build- 
ing materials.” 

Harry L. Lawson, comptroller 
and credit manager, describes the 
firm’s financing policy this way: 


50 


“If a dealer wants to control ma- 
terials sales he must develop a 
prospect into a customer by selling 
a project in its finished form. The 
building materials dealer who can 
show customers how easily their 
dreams can become realities 
through financing is well on the 
way to making a sale he can con- 
trol.” 


Training Employe Staff 

“It is necessary to have one man 
in charge to close all financing 
deals,” says Lawson, “and this man 
must be familiar with the workings 
of both federal and state regula- 
tions which are certainly not diffi- 
cult to learn. 

“It is also important to train 
salesmen to be financing-minded 
because if they use the phrase ‘low 
monthly payments’ in their sales 
talks they will be able to close 
many sales which might otherwise 
escape,” he adds. 

“The salesmen can soon be 
trained to handle practically all 
the details of installment financ- 
ing,” says Lawson, “and in many 
cases they soon become proficient 
in estimating the complete cost of 
a repair or remodeling job and 





Typical Radio Commercial 


Here’s a sample of one of the 
effective radio commercials used 
by the Bailey Lumber Co., Mi- 
ami, Fla., to turn home-building 
prospects into customers: 

“Stop hoping that ‘some day’ 
you'll be able to build! Make 
that ‘some day’ come soon by 
starting to plan with the staff 
of Bailey’s Lumber Yards NOW! 
Make a date to stop at the near- 
est Bailey’s Yard. Tell the Bailey 
man who greets you that you’d 
like to know more about Bailey’s 
construction loan service. A 
Bailey construction loan pro- 
vides easy monthly payments 
for materials and labor—and it 
keeps your building costs low! 
You'll be amazed at how easily 
Bailey’s will make your dream 
home become a reality! Stop in 
at Bailey’s TODAY!” 











even the cost of the new home. Fre- 
quent visits by salesmen to job 
sites tends to bring about a closer 
feeling between the owner and the 
dealer and helps to further control 
the sales of materials.” 


Advertises the Package 

Lawson points out that the firm 
spends 2% of its sales income for 
advertising. About 85-90% of the 
advertising budget goes for radio 
advertising and the remainder for 

direct mail. ‘ 
“Radio advertising works best 
for us because we feel it does a 
(continued on page 54) 
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YOU CAN’T OFFER FINER 
ALUMINUM WINDOWS 
THAN THE... 
CECO-STERLING LINE 


WIDE SELECTION—ONE-SOURCE SERVICE CUTS 
SHIPPING—BUYING—BOOKKEEPING COSTS 


Don't you find it really satisfying when you can say to a customer, 
‘Here's the finest product of its kind the manufacturer 


guarantees it and so do Il" 


That's the Ceco-Sterling line of Aluminum Windows there's 
nothing finer in the field. They're precision engineered for 


perfect fit. And since we make our own extrusions, quality is 


guarded all the way from raw metal to finished product. 


Ceco also offers the broadest line of Steel Windows, Storm Win- 
dows and Screens. So get behind the broad Ceco Window line 


... get ahead in profits. Send for literature today (cxeo) 


CECO STEEL PRODUCTS CORPORATION f reunniveten products / 


j CECO ENGINEERING 


/ mabes the big dtterence 


Offices, warehouses and fabricating plants in princi 
pal cities « General Offices: 5601 W. 26th Street, 
Chicago 50, Illinois 

















_ 


Aluminum Resi- 
dence Casements 
—Side-hinged con 
trolled ventilatior 
slender frames mean up 
to 30% more light—easy 
to wash from inside 
screens installed on in 
Side hardware includ 
ed—for homes and 
apartments 





Aluminum Pro- 
jected Windows 


Complete range 


churches and « 
Stitutional and 
mental buildings 


Aluminum Resi- 
dential Windows 
Series 50B, Double 


Hung~—wide variety 
types and sizes. Use 
standard glass lights— 
can be incorporated in 
4’ modular planning. 
Designed for homes 
and apartments, 


Aluminum 
3-in-1 
Windows e Prime 
Storm « Screen 


Self-storing screens 
and storm windows 
take the work out of sea- 
sonal changing. Prime 
window is shipped with 
out glass—Storm and 
Screen unit is glazed 





Screens 


vailable 


Storm Windows 
are available for all Ceco 
Alurmninuer Re +] tral 
Windows 
Ceco also offers a com- 
plete line af Awning 
Windows, Jalousie 
Windows and Jalousie 
Doors 





Notice how easily Keymesh is lathed to 
the ceiling. Joints are lapped two inches. 


BOOST YOUR VOLUME WITH THESE 


gs, both lath and plaster sales volume can 
be increased by recommending Keystone’s 
“3 Keys to Stronger Plaster.” 


Here’s why. With the Keystone System, lathers 
add Keymesh reinforcing over gypsum or insu- 
lating lath on ceilings . . . sometimes on entire 
walls. That adds 20 to 30% to your lath sales. 
They use Keycorner wherever strip lath is re- 
quired, and Keybead for outside corners. These 
materials are especially good for modernization. 


In addition, with Keymesh on ceilings, a uni- 


form thickness of plaster is used; adds tonnage. 


Both lathers and plasterers who have tried the 
Keystone System like it. With it, they have a 
quality story to tell. 


Architects and builders like it because they know 
there is no substitute for quality plastering. And, 
they realize at once how the ‘3 Keys to Stronger 
Plaster” add quality where it is most important. 

It will pay you to get the facts about the “3 


Keys to Stronger Plaster’’ and to get them work- 
ing for you. Write for complete details. 


KEYSTONE STEEL & WIRE COMPANY 


va! 

Sh/ 

1) KEY MESH 
“tig. KEYSTONE WELDED WIRE FABRIC 
te > 
% 


@ 
3 


KEYBEAD KEYCORNER 


Engineered for true, solid corners, Key- 
bead, goes up easily—is easy to plaster. 


tl I hes 
hey Y ) 
| ae 

: : : 


PEORIA 7, ILLINOIS 


KEYSTONE NAILS KEYSTONE TIE WIRE 


KEYSTONE NON-CLIMBABLE AND ORNAMENTAL FENCE 


Lathers easily strip joints and cor- 
ners with preformed Keycorner. 

















\ 


— SKEVS TO STRONGER PLASTER 


Keystone’s woven wire galvanized reinforcing lath—applied— 
directly over the gypsum or insulating lath on the entire ‘ceiling: 
This network of multidirectional reinforcing increases the 
strength of ceilings. It assures a uniform thickness of plaster 
and guards against cracks. Where ceiling radiant heat is 
installed, Keymesh accelerates uniform heat distribution 

as well as reinforcing the plaster. 


Keystone’s woven wire galvanized reinforcing lath with the 
Placrarieumne gil teMl-tolePetel stellt toMol Mel Motitilel Meela (eM li] 
open mesh of Keybead wings permits plaster to completely 
embed the steel wires, adding strength. Full, solid corners result. 
Keybead is available in standard lengths; is easy to splice 
‘when required. . 


“ 
f, / 

Keystone’s/ preformed-for-corners, convenient width, “wovell wire 

galvanized reinforcing lath—applied at corners, joints and 

ceiling-wall junctures. It fits snugly in corners when you flex it, 

It lies flat, too, for stripping wherever required. It has the same 

multidirectional reinforcing as Keymesh for maximum crack 


resistance. It doesn't rust .. . and eliminates waste. 




















SPUREX 


SPIRAL-SPRING 
SASH BALANCES 


Only SPIREX 
has all seven of the most wanted features 


Complete range of sizes 


* Can be installed while Sash is in or 
out of frame 


inctalled 


* Adjustable after bal 





© Only 3-4 turns required to tension 
balance for 24" x 24” sash 





® Positive lifting power 


* Fits round or square groove either 
%" x %" or %" x %" 


* Quiet operation 


@ Shipped in durable telescoping carton 
with easy size number identification 


Sa 
CALDWELL CLOCK-SPRING 
SASH BALANCES 


CALDWELL guarantees smooth 
trouble-free operation of double 
hung windows for the life of the 
building. 


AVAILABLE IN 
ALL SIZES 


Tape-locking device speeds 
installation. Window units 
equipped with overhead clock- 
spring balances require a min- 


imum of on-the-job carpentry, "¥P* 242 FT 


ro 


CALDWELL MANUFACTURING CO. 
65 Commercial $t., Rochester 14, N. Y. 


Please send catalog and price list to: 
NAME 
COMPANY 
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INSTALLMENT SELLING 


(begins on page 50) 





better job of selling the complete 
package than other media,” he 
says. “In our daily radio programs 
we always mention the monthly 
payments on given amounts and 
avoid mention of down payments.” 

The firm is fortunate in having 
maintained the same 15-minute 
news program (7 a. m.) on a Miami 
station for more than 10 years. 
Bailey’s sponsors two other news 
programs—one at 11:45 a. m. and 
one at 5:45 p. m. Each program is 
on a different station. 


Customer Credit Reports 

“When a customer comes in for 
remodeling work,” says Lawson, 
“we usually send out one of our 
contractors to make an estimate. 
Once we know the total estimated 
cost we start our credit check us- 
ing the regular FHA credit forms. 
We call one or all of three credit 
agencies depending on the type of 
customer. One agency reports on 
retail credit, one handles builders 
credit and another specializes in 
commercial credit. 

“We formerly charged the cost 
of the credit reports to the custo- 
mer,” he explains, “but we discon- 
tinued this because we felt it was 
not fair. After all, the customer 
buys our materials so we do not 
feel it is right to charge him for 
the credit report which is our re- 
sponsibility.” 


Down Payment Policies 

The firm does not hesitate to 
take a job on the installment basis 
even if it is known that the custo- 
mer has the cash for the job. “Of- 
fering the customer installment 
buying helps prove to him that we 
trust him,” says Lawson. “This 
also allows the customer to main- 
tain his cash reserves if he so de- 
sires. 

“We use a similar approach on 
down payments,” he adds. “On re- 
modeling jobs we allow the custo- 
mer to mention a down payment 
first. Our avoidance of pushing 
him into a down payment creates a 
feeling of trust. Also, when he 
mentions a down payment first, he 
feels he has added something to 
the financing picture.” 


Financing with Company Money 

The firm finds that it helps con- 
trol sales and builds good public 
relations if they finance some of 
the remodeling projects with their 
own money. “The amount of jobs 
we finance fluctuates,” says Law- 
son, “but we sometimes have up to 
12 jobs going that we are furnish- 
ing the money for on mortgage 
notes. We find that it is a good 
idea to have customers come here 


to make their payments because 
this builds interested store traffic 
and leads to greater sales.” 


Outside Materials Purchases 


Bailey’s believes that it does not 
pay for a dealer to take too much 
of a selfish attitude by flatly de- 
manding that their customers buy 
all materials at their yard. 

“We have found that it definitely 
pays in those rare cases where an 
owner would like some material 
from a competitor’s stock to assure 
him of our desire to cooperate and 
for us to go to the competitor and 
purchase the materials,” Lawson 
declares. “Or, if the customer pre- 
fers, we allow him to make the pur- 
chase and we in turn pay for it out 
of loan funds. 

“T have heard of dealers that re- 
fuse to work with an owner in this 
manner. Instead they just tell the 
customer that if that is what he 
wants to go ahead and buy it with 
his own money. Surely such a 
dealer does not deserve the sale of 
any part of the materials used to 
say nothing of controlling the sale 
of all materials used,” he says. 

“We once tried to demand that 
customer buy at least 50% of their 
materials here when we handled 
the financing,” he adds. “Now we 
let our customers buy a minimum 
of materials here and we still fur- 
nish him our full list of services in 
hopes that his next job will result 
in heavier purchases at our yard. 
This calculated risk has paid off 
handsomely for us in both sales 
and public relations.” 


Brokerage Charges 

A 5% brokerage charge is made 
to customers when Bailey’s 
finances jobs with their own 
money. This 5% charge covers all 
costs and results in a modest profit 
for the firm. The charge also is 
made when the firm pays out for 
materials and labor during con- 
struction before the FHA or bank 
money is made available. 

When the firm buys equipment 
or materials they do not handle— 
like plumbing or electrical supplies 
—the customer is charged the 5% 
fee. However, most Miami yards 
have a working agreement where- 
by they make purchases from one 
another at 10% off. When the firm 
buys materials from these yards 
the customer is not charged the 
5% fee. 


Cost of the System 


“Starting a financing program 
did not entail hiring more person- 
nel or buying more equipment for 
our firm,” says Lawson. “As a mat- 
ter of fact, the only increase in our 
equipment and personnel has been 
brought about by the increased 
sales since our installment selling 
started. We don’t mind this type 
of cost,” Lawson concludes. 
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May we deliver 
Do-It-Yourself customers 
to your door? 





Formica has launched a powerful advertising program to the home- 
craftsman in full color to reach the readers of 

Popular Mechanics 

Popular Science 

Mechanix Illustrated 

Home Maintenance & Improvement 

Home Modernizing 

Homecraft & Home Owner 

Household 

Good Housekeeping 


Inquiries are pouring in by the tens of thousands. Many of these 
potential customers are being directed by us right past your door 
to the other side of town or even into the next county. 

We'd like to send them to you. 

We have prepared a broadside which gives the complete story of 
selling Formica sheets over-the-counter. 

We'd like to send you one without obligation. 

Just fill in the coupon. 


The Formica Company 


ORMICA 4501 Spring Grove Ave., Cincinnati 32, Ohio 


Please send me without obligation a copy of 


__ your giant broadside giving details of selling 


< ays in Pe r in i i 
B” Guaranteed by © Pays in Performanc Formica at retail. 
Good Housekeeping 

J 


iatieall ["] Check here if you wish a call from a Formica 
Distributor. 


Company Name _ 


Address ___ 





ee 





Signature |. Title _ 
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Window Turns Corner in this Basementiess Home 


GOTHAM 


A floor-to-ceiling corner window is a feature of this 
one-story basementless home designed by architect 
Samuel Paul. A 314” lally column provides the corner 


support and permits glass area to turn the corner to 
widen the living room view. A garage could easily be 


attached to this side of the house, set back a few feet 
as shown on the floor plan. 


The dining room faces a rear view. A dwarf parti 





tion barely separates it from the kitchen. Back-to-back 
with the bathroom plumbing is the laundry-utility room 
which acts as an annex for kitchen storage. Three well- 
closeted bedrooms complete the plan. 

The exterior design calls for stuccoed cinder concrete 
masonry walls with with asphalt shingle roof and pack- 
aged-type chimney. A 24-inch overhang eliminates the 
need for leaders and gutters and provides necessary 
sun protection in this smart-looking compact house. 

Write for plan AL-14. 


BEDROOM 
0" « 10-0° 


Tn 





BEDROOM 


BEDROOM 
11-4°«9.0" 


3-4°x 11-4 
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Gates 
FORM TIE 


SALES 
"ARE BOOMING! 


xT .. because 
Builders MUST cut costs 


Yes, Builders are eager to save all they can on foundation 
costs... and you Mr. Dealer, can help them realize those 
savings . . . and make a profit for yourself too. 


gg GATES CONCRETE FORM TIES are designed to provide 
YOU GET Ee Neen > . better foundations at lower cost by reducing labor hours 


. re and materials needed to build forms. 
WHAT YOU Novae to a. The market has already been created for GATES FORM 
WANT IN =< . TIES through consistent advertising in national and local 
Trade Magazines, Newspapers, Home and Lumber Shows, 
MIXED CARS Merchandising Aids, Counter Displays and Educational Litera- 
ture. Each month hundreds of inquiries from all over the 
nation pour in requesting more information. 












































Just as you fill your market basket with every- 
Cut yourself in on this newly created market, Give your 
customers the kind of service you're known for . . . when 


Willamette specialize in mixed car shipments | they ask for GATES CONCRETE FORM TIES. 


tailor-made to your requirements. Versatility of 
production and extensive rail loading facilities GATES 2x4 TYPE TIE 


make this possible. 


thing you want and only what you want, so does 





GATES ROD TYPE TIE 


FOOD FOR THOUGHT 
THE NEXT TIME 
YOU ORDER LUMBER 


Producers of plywood, end- 
matched flooring and siding, 
large timbers and more than 500 


other lumber items. 


GATES & SONS, INC, 
80 So. Galapayjo, Denver 19, Colorado 


; Please send me your Catalog and Dealer Price /.ist 
Producers of HI-HEMLOCK % 4 3 NAME... ? et BEA elie eae 

FIR and CEDAR : gy 

HI-HEMLOCK registered sd FIRM 

U. S. Patent Office 4 ADDRESS 

Member West Coast Lumbermen’s Association 


WILLAMETTE NATIONAL LUMBER CO. 


PLANTS AT CORVALLIS AND FOSTER, OREGON r . rT | f Ps A: AY / DJ v &. if Vv 2 a 
WILLAMETTE VALLEY LUMBER CO. KANSAS CITY DENVER SPOKANE 
PLANT AT DALLAS, OREGON 
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DEALER POINTERS 


Free Odds-and-Ends 
Pleases the Neighbors 


Giving away unsalable odds- 
and-ends of lumber that accumu- 
late in the firm’s extensive mill- 
work department has built excel- 
lent neighborhood public relations 
for the Renuart Lumber Com- 
pany’s yard in Coral Gables, Fla. 

“We use a truck box in the yard 


ALUMINUM IS 
A GOOD BUSINESS 





to dispose of odds-and-ends from 
the mill,” says Paul Taylor, public 
relations director, “and on Satur- 
day mornings the piace looks like 
a convention for week-end car- 
penters. Giving the stuff away 
pays off because many people stop 
in the store to pick up paint, 
brushes and hardware, which 
they need with their free ‘lumber.’ 


“Naturally, we don’t bother to 


LUMBER IS A 
GOOD BUSINESS 


TOGETHER 
THEY'RE A 


WHALE 
OF A 
BUSINESS! 


The opportunity is present, today, for established lumber dealers 
to expand their business economically and profitably through 


the sale of aluminum products. 


A dealer with wood door and window experience is particularly 
wel) qualified to profit by the addition of aluminum doors and 


windows to his present line. 


Wisco manufactures a complete and nationally known line of 
aluminum combination doors, triple track combination windows 
and residential and commercial double hung aluminum prime 


windows. 


The Wisco KD plan requires very little factory space and a 
surprisingly small capital investment; we invite your inquiry 


regarding this profitable plan. 
Write today for complete information. 


Sweet's, file 16A 


WHEPSD ALUMINUM CORPORATION 325,\3"2*'.,,0n 
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FREE ODDS-AND-ENDS are picked 
up by a neighbor at the firm’s mill 
disposal box. 


advertise the giveaways,” he says, 
“and we don’t even need a sign on 
the truck box.” 

Whenever the box gets too clut- 
tered and untidy, it is loaded onto 
a flat bed truck with a fork lift 
and taken to the dump for empty- 
ing. 


DISTINCTIVE LOG TRADEMARK 
readily identifies the Henrich Lumber 
Company’s $75,000 sales and office 
building. 


Millwork Products Make 
A “Working Display” 


Use of the Henrich Lumber Com- 
pany’s fine interior millwork as a 
“working display” was the central 
design idea for the Buffalo, N. Y. 
firm’s $75,000 sales and office build- 
ing, says George H. Pearce, presi- 
dent. 

The structure (40’x80’) contains 
11 private offices on the second floor 
and one office and a sales room on 
the ground floor. Interior paneling 
includes elm, black walnut, mahog- 
any and several plywood types. 

The Henrich Co. furnishes wood- 
work for stores, schools, labora- 
tories, banks, libraries and large 
homes. Pearce points out that when 
the firm started in business 88 years 
ago, there were 30 companies spe- 
cializing in millwork in the Buffalo 
region; today only two remain in 
business. 
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IVAN M. FOLEY, secretary-treasurer, 
R. F. Mestayer Lumber Co., Inc., New 
Orleans 


“Chart for Profits” is Management Guide 


New Orleans dealer, also a cost accountant, writes book to help other dealers 


make better management decisions. 


Charts to help the retail lumber dealer make the 
right management decisions are available in a book 
“Chart for Profits,” by Ivan M. Foley, secretary- 
treasurer of R. F. Mestayer Lumber Co., Inc., New 
Orleans, La. 

The charts cover the following subjects: “How to 
Determine Minimum (and maximum) Sales and Cost 
of Sales Requirements”; “How to Analyze Changes 
in Sales Volume and Percent Markup on Cost”; “How 
to Analyze Changes in Cost of Sales’; “How to An- 
alyze Changes in Gross Profit Requirements”; “How 
to Determine What Percent Markup on Cost Should 
Be Used Based on Current Market Prices”; “How to 
Establish Minimum and Maximum Amounts of Inven- 
tory and Test Amount and Number of Turns of Pres- 


FACTS ABOUT 


EDWARD E. ROBINSONS 


ent Inventory”; “Expanding or Contracting Chart to 
Fit Needs of Business.” 

The charts were developed, says Mr. Foley, to guide 
management in policy decisions. The 54-page book 
may be purchased from the Chart Publishing Co., 
1533 Lafitte Ave., New Orleans, La. 

Mr. Foley is president of the Retail Lumber Dealers 
Association of New Orleans and vice-president of the 
Louisiana Building Material Dealers Association. He 
is president of the New Orleans chapter of the Na- 
tional Association of Cost Accountants and is secre- 
tary of the executive committee of the Mayor’s Ad- 
visory Committee on Housing. Hé held responsible 
accounting posts in private industry before joining 
R. F. Mestayer Lumber Co., Inc. in 1945. 


TIPPING 


Fine Tipped Tynex Nylon with 
flag ends produced on Robinson's 
Nylon Tipping Machine. 


NEW TIPPED TYNEX Nylon bush 


The new Robinson Tipped and flagged Tynex 
paint brush line is a top quality line. Each brush 
is made of fine Tipped nylon with paint-carrying 
flag ends produced on Robinson's Nylon Tipping 
Machine. Each brush contains all distinguishing 
characteristics of quality—flexibility, resilience, 
taper, and good length out—to give a faster, 
smoother, professional paint job. Yes, it’s craft- 
manship ... the result of 50 years of experience 

. as well as superior performance of: each 
nylon or pure bristle paint brush bearing our 
name, that counts at Robinson. 


Rowson ® 








3UILDING PropucTs MERCHANDISER 


Robinson Tipped and 
flagged Tynex Nylon 
Brushes have greater 
holding power due to 
softened and flagged 
tips of varying lengths 

- providing a paigt 
reservoir rivaling 
bristle. 
= speed! 


More pick-up 


MIXING 


100% Tipped Tynex 
Nylon mixed to formule 
fo give desirable taper, 
resilience and increased 


capillary action, 


DuPONT TYNEX NYLON 
Used Exclusively 
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ACTUAL INSTALLATION is one of the best methods 
of demonstrating and selling plastic laminates accord- 
ing to John Reed, Jr., left, manager, Kenwood Supply 
Co., Toledo, Ohio. 


Courtesy the Formica Co 


SELF-SERVICE DISPLAYS plainly show the price of plastic laminate sheets 
and make it easy for the do-it-yourself customer to serve himself. 


Thirteenth in a merchandising series 


Sell More Plastic Laminates With Demonstrations 


Now that new adhesives have licked the high profes- 
sional installation costs, plastic surfaces have become a 
quick-profit item for dealers showing do-it-yourself fans how 


to apply them. 


Eventually, every do-it-yourself 
fan decides to try his hand at ap- 
plying decorative plastic laminate 
surfaces to table or cabinet tops, 
shelves or walls. Naturally, he 
turns to the lumber dealer for ad- 
vice. Alert retailers are cashing 
in on this interest to build profit- 
able sales of plastic laminates and 
accessories by showing the home 
craftsman how to apply it. 

New developments in plastics 
and the introduction of pressure- 
sensitive adhesives make it easy 
for the average homeowner to in- 
stall these laminates. Promotion- 
wise dealers are capitalizing on 
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this do-it-yourself market by: 
—Holding demonstrations in 
their stores or at do-it-your- 
self shows to prove how easy 
it is to apply plastic laminates. 


Training salespeople so they 
can advise customers about 
the various laminates avail- 
able and where they should be 
used. 


Stocking a variety of sheet 
and roll plastics in various 
patterns and types. 


-Prominently displaying sam- 


ples to suggest uses for the 
material. 


—Backing up manufacturers’ 

advertising with local ads 
stressing the versatility and 
ease of installation of the 
laminates. 
Selling packaged jobs which 
include the laminates, adhe- 
sives, molding and other ma- 
terials required to complete a 
specific job. 

—Educating do-it-yourself fans 
wth manufacturers’ literature 
about the various types of 
laminates. 

New Adhesives Developed 

Early last year, new pressure- 

sensitive adhesives were devel- 
oped, opening the huge do-it-your- 
self market for plastic laminates. 
These new adhesives eliminated 
the need for weights and clamps 
and after thorough field testing 
have been accepted by all leading 
plastic laminate manufacturers. 
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DEMONSTRATIONS at do-it-yourself shows have increased plastic lam- 
inate sales by showing home craftsmen their ease of application with 


pressure-sensitive adhesives. 


For the do-it-yourself market 
there are available now two types 
of plastic laminates which can be 
classified according to method of 
manufacture. High-pressure lam- 
inates come in hard, rigid sheets 
in a variety of sizes. They have a 
melamine surface in either a satin 
or gloss finish and a phenolic back. 
Low-pressure laminates, made of 
polyester plastics, are softer and 
more flexible than the high-pres- 
sure types, and come in rolls of 
various widths and may be had in 
any desired length. 


Some Require No Adhesive 


Besides laminates which require 
pressure-sensitive adhesives, there 


have been developed two types 
which require no separate bonding 
material. A _ recently-developed 
plastic comes already backed with 
a dry adhesive. Just before the 
sheet is applied, a solvent is 
brushed on the back to soften the 
bonding material. 

Another of the new plastic lam- 
inates comes in sheet form, slight- 
ly curved toward the face of the 
panel. It can be installed without 
adhesives; standard metal mold- 
ings are used to hold the edges in 
place and the center is permanent- 
ly sprung toward the surface to 
be covered. 

This type laminate has had ex- 
cellent sales results in the Toledo, 
Ohio, area and in some cases has 
surpassed the sales volume of the 
adhesive-applied types in yards 
stocking both kinds. 

“We put some of the adhesive- 
less type plastic laminate on our 
billing counter as a display and it 
received some real wear and tear,” 
says R. W. Reis, salesman, Gallant 
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Lumber Co., Toledo. “It practically 
sells itself when people learn how 
easy it is to apply. Customers 
usually buy enough for a small 
job. After they’ve applied it them- 
selves they come back for more.” 

“Plastic laminates are a natural 
for the do-it-yourself market. With 
only ordinary hand tools, even 
women can apply them, if you take 
the time to explain how it’s done,” 
says Al Fiegelist, manager, Mau- 
mee (Ohio) Lumber Co. 

Other dealers in the Toledo area 
reported similar excellent sales 
results. Some dealers said they 
have never been called upon to 
help a do-it-yourself customer with 
an installation. 


Displays Boost Sales 


Though newspaper ads, litera- 
ture, envelope stuffers and spot 
radio announcements create inter- 
est in plastic laminates, successful 
dealers have learned that displays 
and actual demonstrations are the 
most effective methods of clinch- 
ing sales of the material. 

Window displays are most effec- 
tive if an actual end-use of the 
product is shown. Covering half a 
renovated table top or an unfin- 
ished cabinet with plastic lami- 
nate and adding a sign giving the 
cost to complete a comparable job 
will stimulate inquiries which will 
lead to sales. 

Inside the store, two or three 
rolls, or a few sheets, of plastic 
laminates near the wrought iron 
table leg or the unfinished furni- 
ture departments with a sign say- 
ing: “You can make your furniture 
into a real professional job with a 
plastic top” will create profitable 
impulse sales. 


If a kitchen display is shown in 
any part of the store, it’s a good 
idea to have a small sign on the 
plastic laminate counter tops stat- 
ing what material is used, also 
that instructions for similar appli- 
cations are available. 


Demonstrations Stimulate Interest 


A few squares of scrap lumber 
or plywood with plastic laminate 
faces are good interest-catchers. 
When applying the laminate for 
demonstration purposes, leave a 
little overlap so it will be easy to 
demonstrate how little effort is re- 
quired to cut the material with 
ordinary hand tools. This never 
fails to impress the curious who 
are anxious to try it themselves 
and turns curiosity into action— 
buying action. 

“These demonstration pieces 
make it easy to show a customer 
what can be done with laminates,” 
says John W. Reed, Jr., manager 
Kenwood Supply Co., Toledo, Ohio. 
“This one gimmick is the best 
salesman for plastics in the place 
and with it we’ve increased sales 
of a good-profit item.” 

For three weeks last March, 
every customer of the Reed Supply 
Co., Thomasville, N. C., was handed 
a mimeographed invitation to at- 
tend an evening demonstration on 
how to apply plastic laminates to 
a cocktail table and a kitchen 
cabinet top. 

The response was excellent and 
125 people crowded around to see 
the 90-minute demonstration and 
ask questions about plastic lami- 
nates. The cocktail table, made of 
plywood and wrought iron legs, 
was given away as a door prize 
after the demonstration. Those 
who attended set off a chain re- 
action by telling their friends how 
easy it was to install laminates 
and Reed’s sales of the material 
and accessories have been climb- 
ing steadily. 


Merchandising Necessary 

“You’re missing the boat,” says 
Al G. Eilermann, manager, Elida 
(Ohio) Lumber & Millwork Co., “if 
you're not carrying a good plastic 
laminate line.” 

Eilermann believes that even 
lumber dealers who carry a line of 
plastic laminates aren’t conscious 
of its merchandising possibilities. 

“All too often,” he says, “a 
dealer will merely have a plastic 
laminate product available in case 
a customer comes in and asks for 
it, but he doesn’t do anything to 
let the customer know how he can 
use the product to his advantage.” 

Eilermann tells his customers 
how plastic laminates can be used 
for sink and cabinet tops, wainscot 
and walls, baseboards, table and 
desk tops and doors. By suggest- 
ing its many uses, he has boosted 
his plastic laminate sales consid- 
erably. 
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Here’s how Missouri dealer... 


seaxawed buiider 
with Emsuliate’s 





New 3 in 1 
Insulite Roof Deck 
saves up to *300 
per M sq. ft. 
on exposed-beam 
ceiling jobs 
in any climate* 





Here’s how Roy Cousins’ In- 
dependent Lumber Company 
helped builder Paul Cobb save 
$240 on a 1280 sq. ft. roof 
with Insulite’s new Roof Deck 
the first time he tried it! See 
how you can attract new cus- 
tomers and boost business 
with present customers 
introduce your builders to this 
new Insulite way to build bet- 
ter for less! 


| It’s Roof Deck ... Two by eight foot unit cuts 


application time as much as 45%. Only one material to 

handle. New Insulite Roof Deck eliminates need for 

separate roof boards, insulation, lath and plaster and 

eh ceiling finishing. Roof Deck can save 12 m an-hours per 

Ratenentunht- shen Compeny 1,000 sq. ft. of surface compared with 2”x6” D&M roof 
St. Joseph, Missouri sheathing. 





*Exclusive Vapor Barrier protects against 
condensation within the deck in any climate. y 
’ apor 
Available only in Insulite Roof Deck, this barrier 
. — membrane 
continuous vapor barrier combines a mem al 1 
brane laminated into each unit, plus a rubber 
gasket that seals carefully machined T&G 
joints. (Also available without vapor barrier 


8.) 


” Resilient rubber gasket seal 














“customer $240 
mew Root Deck 


e 


2 It’s Insulation |... No need for other insulation. 3 And Finished Ceiling! The underside of 
Two-inch Roof Deck is comparable to 2” wood deck plus Insulite Roof Deck is finished with a white flame-resistant 
F.H.A. heat loss re- surface at the factory. Simply lay Roof Deck over pre 
struction. Absorbs finished beams ahd the ceiling is done! No need to plaster, 

. makes homes paint, stain or wax. Reduces labor and material costs, 
» vapor barrier pro- Available in 2’x8’ units, 114”, 2” and 3” thick with or 


n any climate. without Insulite’s exclusive continuous vapor barrier. 


Cosighite lnterentdion sive It will pay you to sell 
——— 


available. Act n-t 


The original structural insulation board ‘ 
INSULITE DIVISION, Minnesota and Ontario Paper Company, Minneapolis 2, Minnesota ' 
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SPECIAL EVENING HOURS raises the question, “Are extra store hours GOOD company policy?” 


More Dealer Comments on Extra Store Hours 


Read why a California dealer believes 
in a six-day week for the retail lumber busi- 


ness and why a Missouri dealer opposes a 
seven-day week. 


Here are excerpts from two more letters on the sub- 
ject, “Are Extra Store Hours GOOD Company Policy?” 
(See American Lumberman, Feb. 8, 1954 for interest- 
ing earlier letters.) 


I believe business seven days a week is entirely in- 
compatible with the status of a lumberman. 

After watching the desperate antics of major com- 
panies to broaden their distribution policies, it is no 
wonder that 50% of today’s building materials are 
by-passing their traditional outlet—the retail lum- 
beryard. 

Is it good business practice to deal with a company 
that piously proclaims a 100% wholesale policy in 
your own town and then sells to an unethical “fringe” 
middleman in the next town who delivers in your 
territory for 10% over cost? Our suppliers will have 
to find out the hard way that a lumber dealer who 
pays his bills promptly and who offers service and 
satisfaction to customers and employs people who 
support families—can’t operate on “10% over cost.” 


More Than a Dollar Sign 


We would not have to compete with the unethical 
businessman who stays open seven days a week, if 
our suppliers would look past the dollar sign and 
learn that the lumberman operates a retail concern 
and not a cut-rate clearing house. 

Just because some people disregard the Sabbath to 
make a dollar is no indication that God’s command is 
no longer valid. If it’s only money we're after, there 
are many shadier and easier ways than the lumber 
business. 

Time and a half and double time over 40 hours have 
taken care of the average retail employe. But in this 
day of keen competition and underhanded ethics, it’s 
the boss who is being exploited. You propose to add 
to his burden by having him work and worry seven 
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days and nights a week. How short-sighted can we 
get? 

Does my boss, because he is active in the com- 
munity, expect business profits to accrue from his 
civic efforts? He knows better. 

Business seven days a week would raise costs and 
result in lower wage scales when we compete with 
the unethical businessman. A lumberman can’t hold 
his position in the community under such a policy. 


Dal Mueller, Cape Girardeau, Mo. 


I believe that a five-day work week with a six-day 
business week is necessary to the building materials 
business. 

The five-day work week per man has come to be 
more or less established. Sunday has been a tradi- 
tional holiday or rest day since the Old Testament 
days. But Saturday is not a holiday by custom or by 
law, despite current misguided efforts to synthesize 
it into one. Why has there been this trend, then? 

Under this system, each man is given his day off 
to take care of his personal affairs, and would be able 
to take care of them because all businesses would be 
open and operating. But what is the argument in 
favor of the Saturday holiday? Most often heard is, 
“So the men can have two consecutive days so they 
can go someplace.” What an argument as against 
public convenience and welfare! 


Stagger Working Hours 

When the five-day business week replaces the six- 
day business week, how can the John Jones employe, 
who is building his own home, arrange for financing 
when the local bank is closed? If he must take time 
off during the week someone loses—if his employer 
docks his pay, he loses, otherwise the employer loses. 
The same applies when John Jones wants to buy paint 
or plywood for the week-end project and finds that 
during his free time the lumberyard is closed. This 
is a result of the inefficient and illogical Monday-to- 
Friday business week, which could be avoided if 
every business adopted the six-day week to serve the 
public, but staggered working hours for each em- 
ploye so that each man’s work week is five days. 


Leslie H. Kranz, Golden State Lumber Co., Santa Monica, 
Calif. 


= 
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ou can be 


URE of 


| QUALITY 
TO ) 


OUTDOOR 's, us & 
PLEASURE! [ii UNIFORMITY 


Meeting Your 
Highest 
Demands 


THE LINE 


Dealers throughout the country 
are discovering that DONLEY 
outdoor fireplace units sell 
themselves! Customers find that 
the DONLEY line meets all 
their requirements. 


Designed to conform with med- 
ular construction, the No. 23 
unit (shown) is easily removed 
for cleaning and winter storage. 
The sturdy steel frame has pro- 
jections for grates at three levels 

. aluminum top and firedoor 
are standard components. 


Quick, profitable sales are yours 
when you stock the BARBE- 
CART (No. 36). Compact... 
lightweight . . . easy to handle 
... economical . .. this new rub- 
ber-wheeled portable barbecue 
is another unit in the DONLEY 
outdoor line. 


a sample copy of 
this 50¢ booklet 
telling all about 
outdoor fireplaces. 


FREE! to all dealers | f 
yA 


TWENTY MILLS TO SERVE YOU 


BARBECART 





Tarter. WEBSTER & Jounson, INe. 


1 Montgomery Street Gaim P.O. Box 1731 

SAN FRANCISCO 4, CALIF @D PSiele aie], mee Val 

THE DONLEY BROTHERS COMPANY DOugles 2-2060 Teletype SF 53) HOweard 4-836) Teletype $K 2 
13928 Miles Avenue, Cleveland 2, Ohio 
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CAREFUL DRIVERS for the deJarnette Supply Co., Atlanta, Ga. have cut this firm’s insurance rates 
trucks guarantees prompt delivery service. 


>% 
” 


“* ot te 


. A fleet of 14 


How One Dealer Boosted Sales 300% 


Outside salesmen—new 


market. 


B. W. FLEMING, General Manager 





Regular Safety Meetings Cut 
Accidents 


Half-hour safety meetings 
held with the drivers every Mon- 
day morning are an important 
aid in maintaining this efficiency. 
Accidents that have occurred on 
the city’s streets during the pre- 
vious week are analyzed, with 
their causes and what could have 
been done to avoid them. 

In bad weather and whenever 
streets have become slick or icy, 
a special meeting is called to 
caution the drivers and decide 
what preventive measures should 
be taken. Every three months 
there is a general safety meeting 
at which a motion picture is 
shown and a talk made by an ex- 
pert from the insurance com- 
pany. 

These precautions have paid 
off very well, The firm has never 
had an accident resulting in a 
personal injury, property dam- 
age has been negligible, and the 
cost of insurance has been re- 
duced 25%. 
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items—prompt deliveries—these are important reasons why 
Atlanta dealer B. W. Fleming beats competition and is a major factor in the hard materials 


Wondering how to boost your 
sales? 

B. W. Fleming, part-owner and 
general manager of The deJar- 
nette Supply Co., Atlanta, Ga., has 
some answers. He has not only 
made deJarnette’s the largest hard 
materials dealer in town, but in- 
creased total sales more than 
300% in the past 10 years. 

Typical example of Fleming’s 
pioneering acumen is the business 
he has developed with retail hard- 
ware stores, which today accounts 
for 15% of the firm’s total volume. 
He began calling on hardware 
dealers every Thursday, back in 
the depression. 

Setting a stiff pace with 68 to 
70 calls a day, Fleming didn’t stop 
with checking the stock and writ- 
ing an order: he put up selling dis- 
plays, too. Now a full-time sales- 
man handles hardware stores and 
other wholesale accounts. Best 
year-round items, Fleming says, 
are lime, quick-patch plaster, and 
pre-mixed dry concrete. In spring 
and fall, agricultural limestone 
and vermiculite plant food are 
leaders. 

Fleming places a high value on 
frequent personal contacts. Four 
salesmen cover the three counties 
which make up the Atlanta trad- 
ing area (a radius of 60 miles), 
and it’s an inflexible rule that each 
man call once a week on every ac- 
count he handles. 

“We may do no more than put 
our head in the door and say 
‘Howdy’,” Fleming commented, 
“but we put our head in that door 
at least once a week, sometimes 


oftener. We also leave one of our 
advertising pencils and a scratch 
pad on the desk.” 

Another important factor in the 
success of this business are the 
genuine friendships that Fleming 
has built up. Widely known and 
popular, he is vice-president of the 
Atlanta Builders Exchange, presi- 
dent of the Optimists’ Club, a di- 
rector of the Georgia Building Ma- 
terial Dealers Assn. and an active 
member of virtually every civic 
organization in the city. Most of 
his accounts are exclusive with 
him. 

Fleming’s annual Christmas 
party for contractors is one of the 
big events of the year in Atlanta 
construction circles. Last year 
there was an attendance of 400. 

Prompt delivery service is al- 
ways a business-getter, and Flem- 
ing’s is particularly good. 

“We make delivery within three 
hours, faster if the job is waiting,” 
he said. “We never promise any 
material for a specific time unless 
we know we can get it there, and 
we'll go 20 miles with a single 
sack of cement, at no extra charge, 
if our customer needs it. We have 
a warehouseman who checks the 
loads, and our shipping depart- 
ment tells the driver exactly how 
to reach the job. Most of our driv- 
ers have been with us for years 
and know the city well. With our 
fleet of 14 trucks, we can give a 
customer almost instant service.” 

Always on the alert for new 
items, Fleming was the first dealer 
in Atlanta to stock vermiculite 
back in 1946. In his whirlwind in- 

(continued on page 69) 
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PRACTICAL — BEAUTIF 


It’s the fastest selling new style in tile... 


MATICO CONFETTI’ TILE FLOORING 


Decorators and homeowners hail Confetti as the smart- 
est, most exciting new style in tile in years. The bright 
dots-of-color styling is adaptable to almost any deco- 
rative scheme — is equally at home with modern or 
traditional furnishings. 


But beauty is only half the story! MATICO Confetti 
is a practical, economical flooring, too! It installs easily 


MASTIC Tt ts 


CORPORATION OF 


. is easy to keep clean . . . is comfortably resilient 
underfoot .. . comes in 10 striking color combinations 
. and is now available at C and D group asphalt 


tile prices. 


Get your share of profitable Confetti sales. Feature 
Confetti in your store and on your counters! 


AMERICA 


Joliet, Ill. @ Long Beach, Calif. © Newburgh, N. Y. 


Manufacturers of: Aristoflex * Confetti * Parquetry * Asphalt Tile 


Cork Tile * Plastic Wall Tile 





L- ECONOMICAL... 


theres PROFIT ca 


For all year round sales, be sure your 
shelves are well stocked with this 
assortment of hardware items by Griffin. 
These are but a few of the items in the 

big Griffin line . . . all designed for fast 
turnover and additional profit. Check your 
stock today —then order from Griffin . . . 
manufacturer of quality products since 1899. 


Order from your jobber today. 





REPRESENTATIVES 


E. H, FARRAR 
Room 22 
2nd Unit Santa Fe Bidg 
Dallas 2, Texas 


c. t. Lewis 
2450—17th St 
Son Francisco 10, Calif 


W. C. MEIBAUM & CO. 
6954 Oleatha Avenue 
St. Lovis 9, Missouri 


THE B. S. ALDER COMPANY 
45 Warren Street 
New York 7, N. Y. 


WALTER S. JOHNSON & SONS 
917 St. Charles Avenue 
Atlanta, Georgio 


GEORGE A. GREGG 
141 W. Eight Mile Road 
Detroit 3, Michigan 


AUSTIN & EDDY INC. 


115 Broad Street 
Boston, Massachusetts 


WILBUR H. DAVIS 
1639 W. Fargo Avenue 
Chicago 26, Illinois 


R. F. BEVERS 
4524 East 60th Street 
Seattle, Washington 


L. G. PULLER 
P. O. Box 2113 
Jackson 5, Mississippi 


4638 Nichols Parkway 
Kansas City, Missouri 


H. C. GLOVER 


2611 Garrison Blvd. 
Baltimore 16, Maryland 


ROY L. ROGERS 
1620 Garfield Street 
Denver 6, Colorado 


Every 0008 NEEDS THREE 





Man ufacturing Company 


ERIE © PENNSYLVANIA 


(To obtain more data on advertised products see page 96) 








HARVEY D. RUSH & SONS | 


_CGRIFFIN- 


Reduce Delivery Costs 
and Speed up Deliveries 
with 


ROLL-OFF 
TRUCK BODY 


Load or Unload a Load 
or Half Load at a Time 
c Beds Shipped KD 


Easy Assembly & Mounting 
Write, wire or phone for Cotaleg ond Prices 


The R-B COMPANY 


1921 Guinotte 
KANSAS CITY 1, MO. 











Dealers everywhere have found 

this to be true. Are you getting 

your share of this profitable business? Send 
for literature and familiarize yourself with 
Stewart products. In addition to fence, 
there are scores of iron and wire products, 
and every item fits into the building field. 











Picket 
Fence 
in many styles 


OTHER PRODUCTS — 
Settees © Flagpoles 
Steel Folding Gates 
Bronze Plaques 

Wire Window Guards 
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THE STEWART IRON WORKS CO., Inc. 
2151 Stewart Block, Cincinnati 1, Ohio 
Experts in Metal Fabrications since 1886 


IRON and WIRE 
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DEALER SALES 


(begins on page 66) 





troductory campaign, he gave con- 
tractors bags of the various prod- 
ucts to try; went on the air with 
spot announcements; ran ads with 
the manufacturer on the newspa- 
per building page; and used direct 
mail. Small dealers were given de- 
livery service on 10, 15 and 25-bag 
lots. Last fall, Fleming had bill- 
boards all over the city featuring 
do-it-yourself with vermiculite in- 
sulation. The line has attained a 
good volume, which is still grow- 
ing. Sales in 1953 were 35% above 
the previous year. 
The company was established in 
1919, and was purchased by Flem- ae Oe ’ oe 
ing and two silent partners in or 
1943. At that time it had already MATERIALS ARE PALLETIZED for speedy handling by fork lift truck. Ware- 
passed out of the hands of the house concrete dock can accommodate 10 cars. Entire plant occupies a 60x410 
deJarnette family: but the well- tract, one mile from Atlanta downtown area. 
known name was retained. Flem- 
ing has been with the firm since 
1930. wholesale business, 35% is with relations are unusually good, keep- 
Sales are divided about equally smaller dealers, including lumber’ ing labor turnover down. Some 
between wholesale and retail ac- dealers; 15% with hardware years ago, Fleming initiated an 
counts. About 45% of the retail stores. employe group insurance plan, the 
end is to contractors, 5% cash There are 31 employes in the firm paying 50% of the premium 
sales to the general public. Of the organization. Labor-management cost. 








FIR & LARCH 
WHITE FIR 
MOULDINGS, , DIMENSION & BOARDS 


CUT STOCK 





BLUE MOUNTAIN MILLS 


JOHN DAY, OREGON 


) Phone 36 Teletype 56 


Quality production from one of Oregon's 
finest Pine stands. Inquire today! J 
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YOUR PROFIT-MAKING FORUM 


Big difference in profits 


Two stores can sell identically the same products— 
yet one is packed with customers while the other is 
almost empty and losing money. Why? Very often, 
big differences in profits can be traced to little dif- 
ferences in sales promotion. Differences every dealer 
can afford such as a more imaginative grouping of 
his products or a gay, imaginative department name 
with more come-on and appeal for the public. 

For instance, here’s a little device that attracts 
many more men into your showroom and makes reg- 
ular lunch-hour browsers of them week-in, week-out, 
so they get into the habit of turning to you first for 
everything, large or small. 

Along one side of your showroom, near the front 
of your store, display all the things men get the big- 
gest bang out of. Tools, fishing tackle, woodworking 
patterns, plywood panels and other materials for 
home hobbies. Also time-saving gadgets, your best 
patching and home repair items and an attractive 
rack of your latest How-To books. 

You'll also attract many more men and increase 

sales if you make a special point of providing some 
comfortable chairs and good lighting in this depart- 
ment to encourage customers to study your How-To 
booklets, tool catalogs and plan books. The more you 
get them to pour over such material, the more likely 
they are to buy and keep returning to buy more. 
_ Next, run some newspaper ads inviting all the men 
in your community to visit “our new Superman’s 
Dept.” And go on to point out that, “It’s loaded with 
everything to make you rise and shine in your pet 
hobby—whether it’s landing a fat bass, painting a 
model ship for junior or making a wooden salad bow! 
for your wife! Hundreds of time-saving gadgets, 
tools and materials to choose from—fast service on 
your lunch hour! Browsers always welcome.” 


lost shirt department 


Back in 1950, experts estimated that American 
home owners were losing a billion dollars a year to 
dishonest contractors, sub-contractors, local crafts- 
men, and fly-by-night suppliers and applicators. Be- 
sides being a fantastic loss to home owners, this 
means a billion dollars a year lost to honest lumber 
dealers, contractors and craftsmen. Moreover, this 
is a conservative estimate. 

Another important fact, little-known to the buying 
public, is that civil and criminal law codes offer very 
little protection to the home owner who has been 
taken. Since August, September and October are 
open season for fly-by-nighters and other unethical 
opportunists, here’s what you can do to beat this kind 
of competition and protect your community against 
fraudulent operators. 

The one sure-fire way to root out gyp artists is to 
run some good-sized newspaper ads exposing them 
for what they are and educating the public on what 
to look out for, and how you protect them. For ex- 
ample, try running some copy along these lines: 


“This May Save You 
Thousands of Dollars! 


“Our experts protect you against unnecessary 
work—dishonest work—overpriced work. Whether 
you merely buy materials from us or have us ar- 


By Norm Advertising, Inc. 
New York, N. Y. 
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range for contracting and labor as well, our staff 
will see that every contract you sign meets with 
the standards set by the Better Business Bureau. 
In the 46 years we have been operating in this 
area, we have always made it our business to pro- 
tect all our customers from sharp practices. 

“Our 46 Years in Business is Your 


” 


Best Guarantee of Fair Dealing! 


another big sales-maker 


Here’s another way to beat unethical competition 
and sell many more people on your yard. In addition 
to running ads showing how you protect your cus- 
tomers, plan a series of six publicity stories for your 
local newspapers, loaded with specific examples of 
how local people have been defrauded by fly-by-night- 
ers and other opportunists. Or how they may be, 
this fall! 

For example, start off the first story in your series 
by pointing out that fly-by-night applicators and sim- 
ilar racketeers are swindling American home owners 
out of a billion dollars or more per year. Devote the 
rest of your story to examples of slippery contracts, 
and explain how they lead to heavy financial losses 
and even to the loss of the house, in many instances. 

The second story in your series might well deal 
with the dangers of making large advance payments 
to unknown contractors—signing completion notes 
before work is fully completed—and similar boners. 
Or you might expose the model home racket, involv- 
ing promises of a free paint job if the home can be 
used for demonstration purposes. However, care 
should be taken to explain legitimate model home 
offers made by honest dealers. 

Other publicity stories in your series should cite 
examples of the ways in which unscrupulous opera- 
tors defraud home owners on roofing, siding, paint, 
insulation and lumber. The more you do to protect 
the public, through your regular newspaper ads and 
publicity stories, the higher your returns. 


the professional touch 


First, write up five or six stories along the lines 
suggested above. And underneath the title of each 
one, use a by-tine like, “By John Farrand, President 
of the Farrand Lumber Company.” Allow about four 
or five hundred words per article and have each one 
typed with wide margins on all four sides of the sheet 
and double spacing. Also have your secretary begin 
each story a third of the way down from the top of 
the page to allow your editor plenty of space for in- 
structions to his printer. Then submit your series to 
your local managing editor. 

Chances are ninety-nine to a hundred he’ll run all 
six of your articles under your own by-line. First 
because such stories are of real news value and the 
kind of material that increases the readership and 
circulation of his newspaper. He’ll also give you a 
good break on free space because such articles per- 
form a valuable public service in protecting local 
home owners. The public will also lap up your series 
for the same reason. Remember, too, that in exposing 
fraudulent practices, you establish yourself as the 
authority on honest, ethical dealing. And that at- 
tracts many more customers! 
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This DELTA 12”-14” Radial Saw cross-cuts, 
rips, mitres, and dadoes quickly and accu- 
rately. Full 360° arm over work table, makes 
the DELTA Radial Saw the most versatile 
circular saw on today's market. Also avail- 
able in 8”, 10” and 16” models. 


DELTA's low-priced power feed attachment 
enables you to mass-produce pre-sized 
lumber, and resize standard inventory 
lengths for fast stock handling. 


DELTA's exclusive tri-tooth Carbide Tipped 
Blades designed especially for Radial Saws 
are far lower in price than any other carbide 
tipped blade on the market. Stay sharp 25 
to 100 times longer than ordinary blades; 
cut the toughest hardwoods quickly and 
more economically. 


,UILDING Propucts MERCHANDISER 


BUILD MILLWORK PROFITS 


+ ~~ With Rockwell-built 
| DELTA Kadial Gaws 


A Multi-Purpose DELTA Radial Saw equips you to handle a far greater 
variety of millwork jobs, faster, and at a profit! Here's why: 


DELTA Radial Saws are un- 
matched for custom sash and 
door, special cabinet, and stair 
stringer work. Accurate, posi- 
tive controls insure precise 
dimensions, With full 360° swing, 
all cuts are made above the 
work table. 

Easy pull-saw action makes for 
precision cross-cuts, mitres, and 
dadoes in a fraction of the time 
normally required. With a low- 
cost power feed attachment the 
longest board can be ripped to 
size at a rate up to 90 feet per 
minute. This all means less time 
and motion, lower cost per cut, 


greater profits from your mill- 
work shop. 


If you are operating old, out-dated 
power tools, better check your 
operating maintenance costs — in 
cluding time lost through break- 
downs and slow, inaccurate opera- 
tion. Obsolete, worn-out tools kill 
millwork profits. DELTA Power 
Tools INCREASE efficiency and 
BUILD PROFITS. Let your 
DELTA Dealer prove it to you. 
Call him today (he’s listed in the 
classified pages under ‘‘Tools’’ or 
**Machinery”’) or send the coupon 
for full information. 


D S LTA QUALITY POWER TOOLS 
Another Product by Rockwell 


Delta Power Tool Div., Rockwell Manufacturing Co. 
678H North Lexington Ave., Pittsburgh 8, Pa. 


O) Please send 
catalog informa- 
tion on DELTA 
Radial Saws. 

©) Please send 
name of my near- 
est DELTA Dealer. 


-----—----4 


| 
| 
ms 
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AMONG THE DEALERS 





BARBER & ROSS CO., Washington, D. C., recently honored the 24 employees who 
have been with the firm 25 years or more. S. R. Lipscomb, president, is shown 
awarding a diamond-studded service pin to Harry Light who has been with the 


firm 55 years 
) 


25-year service pins 


Rio Grande Valley Group 
Marks Second Active Year 


Since it was formed in June, 
1952 the Valley Lumbermen’s As- 
sociation, a non-profit organization 
of retail dealers in the Texas Rio 
Grande valley, has been working 
actively to establish a closer re- 
lationship between supplier and 
dealers. 

The organization was one of the 
first in Texas to start exploring 
the possibilities of “open-end” 
mortgages and has also worked 
toward getting Title I home im- 
provement regulation increase and 
extension included in the housing 
bill recently signed by the Presi- 
dent. 

The association has also been 
responsible for the apprehension 
of two habitual offenders of the 
Title I regulation who are now 
awaiting trial. John Warrington 
of the Lyford Lumber Co., was 
responsible for capturing the two 
men when they paid a second call 
to his yard after all yards had 
been alerted to be on the lookout 
for the offenders. 

Officers of the association are: 
Quincy Ferris, Mercedes, presi- 
dent; Alton Gloor, Brownsville, 
vice-president; and C. R. Julian, 
Harlingen, secretary-treasurer. 


Couch Heads West Texas 
Chamber of Commerce 

John Couch, Haskell, Tex., pio- 
neer lumberman and civic leader in 
West Texas, was recently elected 
president of the West Texas Cham- 
ber of Commerce at its annual meet- 
ing in San Angelo. 
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Five other employees not shown in this photograph also received 


Couch has managed the Haskell 
yard of R. B. Spence & Co. since 
1906 and has been a co-owner for 
the past 45 years. He has been 
mayor of Haskell, president of the 
school board for 22 years, six years 
a member of the board at Hardin 
Simmons College and he has served 
on many other boards in various 
capacities. 


Peter Kuntz Dies In Dayton 


Peter Kuntz, well-known mid- 
west lumber dealer, died unex- 
pectedly in Dayton, Ohio, on the 
eve of his 74th birthday. 

Mr. Kuntz, president of the 
Peter Kuntz Co., retail and whole- 
sale lumber dealers, was born in 
Union City, Ind. He joined his 
father’s firm at the age of 17 and 
has been president since 1914. The 
lumber company extended its busi- 
ness throughout many areas of 
Ohio and Indiana. 

In 1947, members of the 60 re- 
tail lumber firms operated by the 
company gathered to honor Mr. 
Kuntz for his “first 50 years with 
the firm.” 

A distinguished honor came to 
Mr. Kuntz in 1951 when Pope Pius 
XII named him a knight of the 
Equestrian Order of the Holy Se- 
pulchre. At the time there were 
only about 100 such members of 
the order in this country. The 
honor came in recognition of Mr. 
Kuntz’s devotion to his church and 
the support given many of its 
activities. 

Mr. Kuntz was the oldest of a 
family of nine children. He is sur- 
vived by five brothers and three 
sisters. Mrs. Kuntz died in 1949. 


LOG 


Cedar Lumber & Hardware Co., 
Cedar City, Utah, was also burglar- 
ized recently. After rifling drawers 
and cabinets, the burglars failed to find 
the week-end receipts they were 
seeking. 


Work has begun on the $10,000 im- 
provement program at the Joyce Lum- 
ber Co. yard at Lake Park, Iowa. 
Lawrence McFarland, manager of the 
yard, says a complete new office is be- 
ing built and a new large picture-win- 
dow store front is being added. In the 
warehouse, a cement bin is to be added 
and also a dust-free storage space for 
plywood and other items. 


The Mt. Pleasant (lowa) Lumber 
Co. is also well underway in replacing 
the building destroyed by fire last fall. 


James M. Kelly announced the sale 
of the Kelly Lumber Co., Titusville, 
Penna., to John H. Harvey and John 
E. Dubiel. The new owners have 
changed the name of the firm to 
Builders Lumber & Supply Co. 


Frank E. Hemelright was recently 
re-elected president of the United 
States Lumber Co., Scranton, Penna. 
Reese H. Harris and Clyde L. Paul 
were named vice-presidents. Miss 
M. Claire Barrett was elected secre- 
tary-treasurer. 


Stenerson Brothers Lumber Co., 
Moorhead, N. D., announces the acqui- 
sition of another yard at Gonvick, 
Minn., the fifth yard to come under the 
management of the firm. Stenerson 
Brothers, a corporation, is operated 
by the second generation of the fam- 
ily. It was originally founded in 1890 
at Pelican Rapids, N. D 


Frank Herbst was given a surprise 
testimonial dinner by the Berkshire 
County Lumbermen’s Association 
when he resigned as vice-president 
and director of the Berkshire Lumber 
Co. after 35 years of service. He will 
also leave posts as president and di- 
rector of three Berkshire Lumber 
subsidiary companies. About 50 lum- 
ber dealers and wholesalers from as 
far away as Bennington, Vt., and Shef- 
field, Conn., attended. 


Four Ohio lumber companies recent- 
ly presented the Adams County Hos- 
pital, Manchester, with a 150-pound 
capacity ice machine. The Ohio lumber 
dealers are: Haas Lumber Co., Pee- 
bles; King Lumber Co., Seaman; King 
Lumber Co., Winchester, and McHenry 
Supply Co., West Union. 


Warren E. Carter was recently elect- 
ed to the newly-created position of 
chairman of the board of the Carter- 
Jones Lumber Co., Akron, Ohio. 


The Hoge Lumber Co., New Knox- 
ville, Ohio, recently celebrated its 
golden anniversary in the lumber busi- 
ness. In 1904 H. H. Hoge purchased 
the stock of the New Knoxville Hoop 
Co. and took over the management. 
When the elm hoop business began to 
fade, he started handling flooring and 
pine siding, and the company has 
prospered since. 
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Pine arenes | ANACONDA 
Ocal : | | COPPER 


Controlled & ||) MINING COMPANY 


and 100% 
stored & loaded 
under cover 


It offers you better lum- 
ber for your builders — 


lumber of famous soft 

texture, easy workability, ] 

precision cut, bright, and 

clean. These qualities, plus Ozan’s careful shipping 


methods and prompt delivery, cost you no more .. . 
yet build more business. 


serena Shi BONNER 
OZAN Lumber Co. MONTANA 


PRESCOTT, ARKANSAS 






































DURABLE 


TEE 
HOLT HARDWOOD CO. Low Cost 


Manufacturers of FA R M 


MAPLE e BIRCH @ BEECH e OAK BUILDINGS 
STRIP @ BLOCK with J. NEILS 


and TREATED POLES 
HERRINGBONE —_ 
FLOORING yy | 
F : 


Hardwood Flooring Mill-Drilled For Nailing 
— A New Service 


GRADED SAWDUST 


* More and more of your cus- 
tomers are asking about 
i treated pole frame construc- 
High Grade Northern Hardwoods tion because it costs less... J ; 
lasts longer. Treated Lodge- A 
e pole Pine from J. Neils is the ‘J OG £ { L 4 
. . answer to their needs and to 
Custom Kiln Drying | increased sales for you... ° 
| J Neils poles are straight, LUMBER COMPANY 
- strong—selected from our 
own timberlands...and treat- 
Members: M. F.M. A. N.H.L A. WN. H. & HMA. | ed (penta or creosote) in our MILL AND TREATING PLANT 
| own plant. Mixed cars can ‘ay 
OCONTO, WISCONSIN include poles with treated or 


untreated lumber. Write for LIBBY, MONTANA 


CS TLV 
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MANUFACTURERS IN THE NEWS 





FUTURE KENTUCKY LUMBERMEN learn about stacking and grading lumber 
during a recent tour of the Millett Hardwood Lumber Co., Clay county, Ky. T. M. 
Millett, second from right, president of the firm introduced the lads to forest 


products manufacturing 


Lumbermen Instruct 
Kentucky 4-H Foresters 


Sixteen boys from 12 eastern 
Kentucky counties were introduced 
to forest products manufacturing 
and marketing by T. M. Millet, 
vice-president, National Hardwood 
Manufacturing Association and 
president, Millet Hardwood Lum- 
ber Co., Louisville. Assisting him 
was ©. D. Dosker, chairman, Ken- 
tucky Forest Industries Committee 
and president of Gamble Brothers, 
Inc., Louisville. 

Sponsored by the University of 
Kentucky, the camp gave the boys 

winners of county 4-H forestry 
winners—a week in the univer- 
sity’s rugged 14,000-acre forests. 
In the woods, the boys learned 
about tree identification, woodland 
improvements, fire control, timber 
estimation and care and manage- 
ment of forest planting. Foresters 
from the university and state divi- 
sion of forestry were in charge. 

Expenses for the boys were paid 
by 18 forest products firms, in- 
cluding members of the Kentucky 
Forest Industries Committee. 


Red Cedar Elects Manager 


The Western Red Cedar Lumber 
Association, Seattle, hus selected 
A. I. Ellsworth as its manager 
early last month. The newly- 
formed group has located its per- 
manent offices at 4403 White-Hen- 
ry-Stuart Building. 

The organization was recently 
formed by 12 manufacturers of 
western red cedar from Washing- 
ton and British Columbia to pro- 
mote the sale and wider use of 
siding and lumber made from this 
unique wood. 
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Milliken Joins Staff of 
Southwestern Association 


G. Kenneth 
Milliken, for- 
merly associated 
with the North- 
eastern Lum- 
bermen’s Asso- 
ciation, recently 
was elected ex- 
ecutive - secre- 
tary of the a 
Southwestern G. K. Milliken 
Lumbermen’s Association at Kan- 
sas City, Mo. 

Milliken, who is business man- 
ager of the Lumber Co-Operator, a 
trade publication, had been respon- 
sible for the supervision of North- 
eastern’s dealer merchandising 
service, the management of its 
annual convention in New York 
City and various other activities 
of the association which consists 
of 1,200 retail lumber and building 
material dealers in the New York 
state and New England area. 

During 1943-45, Milliken, on 
leave of absence from General Mo- 
tors Acceptance Corp., served with 
the War Production Board. His 
duties consisted of assisting indus- 
trial executives in the Pittsburgh 
area with their problems incident 
te government regulations and ma- 
terials acquisition. 


Peg-Board Prices Cut 


Masonite Corp. has announced 
reductions in prices of its Peg- 
Board panels, effective in all divi- 
sions excepting the western. 

In an announcement to dealers, 
E. W. Hadland, manager of sales, 
said: “The acceptance and growth 
of Peg-Board has been amazing 
and it has proved to be one of the 
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fastest moving items in the build- 
ing material industry.” He ex- 
plained further that price re- 
ductions were made possible by 
improved manufacturing processes 
and paper wrapping instead of 
high cartoning costs. A further 
price reduction is available to 
dealers who order the product 
shipped in bulk, unwrapped. 


M & M Becomes Top 
U. S. Plywood Maker 


M and M Woodworking Co., 
Portland, Ore., is now the nation’s 
largest plywood producer accord- 
ing to recent figures released by 
the company. M and M is currently 
producing 289.5 million square 
feet of plywood annually on a 3%” 
basis and is capable of producing 
at least 352.5 million feet per year. 

At the end of its fiscal year, 
Feb. 28, M and M reported sales of 
$36,210,750 and net earnings of 
$1,760,412. This compared to sales 
of the preceding fiscal year of 
$33,634,279, a rise of well over $2 
million, and earnings last year of 
$1,108,358, an increase of $700,000. 
It was the largest dollar volume of 
sales in the company’s 36-year his- 
tory. The report included M and 
M’s subsidiary, Eureka Redwood 
Lumber Co., Eureka, Calif. 

From its 13 major operating di- 
visions in Oregon, California and 
Washington the company produced 
a total of 214.5 million feet of ply- 
wood and a daily total in excess of 
460,000 feet. 





COMPANIES ANNOUNCE 


Consoweld, Inc., a new company 
formed through an agreement between 
Consolidated Water Power & Paper 
Co., Wisconsin Rapids, and the Ar- 
borite Co., Ltd., Montreal, now has a 
$2 million plant under construction at 
Wisconsin Rapids. Consoweld plastic 
surfacing will continue to be produced 
in the plastics department of Consoli- 
dated pending completion of the new 
plant. 


Atlas Mineral Products Corp., 
Mertztown, Penna., announces the ex- 
pansion of plant and distribution fa- 
cilities to meet unprecedented demands 
for its complete line of protective 
coatings. 

Clark Equipment Co., Jackson, 
Mich., announces that Highway Ma- 
chinery & Supply Co., Inc., Richmond, 
Va., has been appointed to sell and 
service the Clark line of materials 
handling equipment for the entire 
staj;e of Virginia. Service and parts 
for Clark equipment will be available. 

James J. Leisy, formerly personnel 
director and office manager, Gibson- 
Homans Co., Cleveland, manufacturer 
of roof coatings and calkings, has 
been appointed general purchasing 
agent of the firm. Leisy is a veteran 
of 30 years with Gibson-Homans, and 
has been its secretary since 1945. He 
succeeds Alwyn J. Morgan in the pur- 
chasing agent position. Morgan now 
manages a sales territory for the com- 
pany. 
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(bert NOUR CUSTOMER WANTS 


HIGH QUALITY WOODWORK 
WITHOUT HIGH COST... 








4 Min Trade Marked Arkansas Soft 7 
| . ‘Pine Satin-Like Interior Trim, 
| a | Superior for Resin-Free Soft 
te * eI Texture, Paint Holding 
| Qualities and No Risk 


of Raised Grain. 


CROSSETT LUMBER COMPANY @ 


A DIVISION OF THE CROSSETT COMPANY, CROSSETT, ARKANSAS 


r 
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NO WONDER IT'S THE SEST—SEE HOW IT'S BUILT! 
Stay-Strate Doors have a special solid-core made 
of WELDROK—a strong, lightweight, incom- 
bustible core material designed to keep the door 
straight and true for the life of its installation. 
Weldrok helps Stay-Strate Doors 
termites, fire and 
value, too! 


resist decay, 
sound—has better insulation 


Remember, Lumber Dealers, whether it's Weldwood Doors 
or any other Weldwood product, United States Plywood 


distributing units carry a $25,000,000 inventory to aug- 
ment your own stocks! 
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STANDARD DOOR SIZES 

HEIGHT 6'6" 6's" 7’0" 
WIDTH WIDTH WIDTH 

20° 2'0" 20" 

144° 2'2" «2'2" (26° 

THICKNESS tae * . 

(Doors with 24 24 26 

light and 26" 2'6" 2'8” 

louver 

oponings 
available 
on order) 


278" 30" 
30° 36’ 
40° 





Now! 


GUARANTEE THAT 


PUTS AN END T0 DOOR PROBLEMS 
weLowood STAY-ST'R ATE riust voor 


REGISTRATION 
NUMBER 


10338 


UNITED STATES PLYWOOD CORPORATION unconditionally guarantees, if prop- 
erly installed, this Weldwood ‘‘Stay-Strate’ Door against warping, twisting, or 
manufacturing defects for the LIFE OF THE INSTALLATION. If any Weldwood 
“Stay-Strate"” Door should fail to meet these standards, said door will be replaced 


without charge, including all labor costs of hanging and refinishing involved. 





Individually 


registered Weldwood Stay-Strate Doors* are 


made and backed by the largest and 
best known manufacturing and distributing organization of 
its kind in the world, United States Plywood Corporation. 
As you can see, this unprecedented “Life-of-the-Installation” 
guarantee has no loopholes—and needs none! 

Weldwood Stay-Strate Flush Doors have an individual 
beauty and reputation for durability that is all their own. 
That is why each Stay-Strate Door is proudly labeled with 
its own registered guarantee number. This guarantee is your 


There are Weldwood doors 
for every other purpose too! 


FIRE DOORS. When an installation calls 


protection against the door warping, twisting or delaminat- 
ing in any doorway—interior or exterior! 

Weldwood Stay-Strate Doors save you money because 
they do put an end to annoying and costly door complaints. 
Stay-Strate Doors are available in a variety of stock sizes in 
handsome woods such as birch, oak, walnut, Korina® and 
other fine hardwoods, See the complete line of Weldwood 
doors at any of the 73 United States Plywood or U.S.- 
Mengel Plywoods distributing units in principal cities, or 
mail coupon. 


for a labeled fire door—select the Weld- 
wood Fire Doort bearing the Under- 
writers’ Laboratories Label for Class 
“B” and “C” openings. 


STAVED LUMBER CORE DOORS. The most 
dimensionally stable lumber core door 
on the market—fully guaranteed against 
delamination and other manufacturing 
defects for two years—twice as long as 
most lumber core doors. Free replace- 
ment does not include cost of finishing 
and cost of installation. 


Weldwood 


UNITED STATES PLYWOOD CORPORATION 
World's Largest Plywood Organization 
55 West 44th Street, New York 36, N. Y. 
U. S.-Mengel Plywoods, Inc., Louisville, Kentucky 
in Canoda, Weldwood Plywood Ltd., Woodstock and Ontario 


HOLLOW CORE FLUSH DOORS. Light- 
weight, durable—in a complete assort- 
ment of sizes and face veneers. 40% 
lighter than standard panel doors. 


BIRCH FACED CUPBOARD DOORS made 
with core of Novoply. Wide range of 
sizes, 


For complete specifications on Weld- 
wood doors see our insert in Sweet’s 
Architectural Files, or in American 
Lumberman, American Builder and 
Practical Builder directory issues. 


United States Plywood Corporation 
55 West 44th Street, New York 36, N. Y. 


NAME 


ADDRESS. 


ciTy.. 





NOVOPLY SLIDING DOOR UNITS. Precision 
built units are prepackaged, ready to install. 
Novoply is the flattest, most dimensionally 
stable wood panel made. Can be painted or 
stained any color. Also available with birch 
faces on Novoply. Units can be joined 
together to form extra large slidiny storage 
walls. Available in 2 or 3 door units 6’ 
9%” or 8’ high, in widths from 2’ to 8’. 
Includes all hardware necessary. 





AL-8-23-54 


Please send me complete information on Weldwood doors. 





YOUR PROFITS 
WITH 


WEST COAST 
DOUGLAS FIR 
Why let unneeded sizes crowd 
your yard? Air-King ships the 
best green Douglas Fir as you 


want it — specific lengths and 
widths to 24-ft. — fast. 


Let us demonstrate. 


MANUFACTURING 
oe) 512 


Tigard, Oregon 


(To obtain more data on advertised products see page 96) 





THE LUMBER MARKET 


Market Tougher 
As Strike Continues 


SEATTLE—The strike situation 
appears hopeless at this juncture 
with neither side willing to make 
any move to break the stalemate. 
Some pine mills have joined the 
strikers and some mills have been 
added to the list making temporary 
deals. Meantime the market gets 
tougher with many shortages. 

Continuance of the strike will 
affect winter operations due to 
low log input. The Larsen mill on 
Lake Whatcom near Bellingham 
has informed the trade that it will 
close next winter for 90 days at 
the first fall of snow because log 
supplies have not built up this 
summer. Pine mills are anxious to 
keep operating to prevent Cana- 
dians with substitute woods from 
dominating the market. 

Prices are weaker, steady or 
stronger depending on supply and 
demand. Fir dimension is steady 
at $15 under the recent high but 
is still $10 higher than six months 
ago. Uppers are very hard to buy. 
Dry hemlock is very scarce. Un- 
sold cars shipped in transit are 
a thing of the past. The Southern 
Pacific reports lumber shipments 
80% of normal. Production is 
higher than might be expected. 
Many non-union mills are running 
three shifts. 

Shingles can hardly be bought 
in either U. S. or Canada. Prices 
are higher especially perfections. 
Many mills are not making 
XXXXX. Cedar siding is very 
tight with each order subject to 
confirmation at the mill. 


Strikebound Mills 
Worry Over Lost Markets 


SAN FRANCISCO—Lumbermen 
in California’s Shasta County re- 
port the loss of some of their for- 
mer markets and forebodings of 
difficulty in regaining those mar- 
kets. 

Lumber from non-struck mills 
on the northern California coast 
and in southern Oregon; from the 
pine woods of the south and from 
the Philippines is moving into the 
gap created when the strike halted 
production at 13 AFL mills in the 
Shasta County area. 

At the Shasta division plant of 
U. 8S. Plywood about 25% of 
the plant’s production is threat- 
ened by Philippine mahogany be- 
ing shipped into southern Cali- 
fornia from Japan. 

Thomas I. Powell, department 
manager, is concerned over re- 
ports that 500,000,000,000 board 
feet of mahogany is being logged 
in the Philippines, milled in Japan 





and exported to the port of Los 
Angeles, selling at prices competi- 
tive with pine milled in California, 
Oregon and Washington. 

Spokesmen for the Pine Indus- 
trial Relations committee at Kla- 
math Falls report operators of 
strike closed mills “were worried 
before the strike about lumber im- 
ports from the southern states and 
from Canada into the southern 
California construction field.” 

The committee, which represents 
pine mills in northern California 
counties, reported that “southern 
pine and Canadian imports are just 
about sufficient to take up the 
market.” 

A Redding lumber wholesaler 
declared that southern California 
buyers who formerly bought from 
Shasta County mills now are plac- 
ing orders with mills on the north- 
ern California coast and in south- 
ern Oregon. 

This wholesaler reports that 
prior to the strike he sent lumber 
from all AFL mills within a 100 
mile radius of Redding. Since the 
strike, however, he has been plac- 
ing orders in other regions. 

On the California coast, three 
mills previously shut by strike 
returned to normal production. 
Speckert’s Lumber Mill signed an 
“interim” agreement returning 150 
men to their jobs. Quickly follow- 
ing were two smaller mills, Su- 
perior Lumber Sales and the T. M. 
Cobb Co. 


Limited Production 
In Tacoma Region 


TACOMA — The unsettled mar- 
ket situation resulting from the 
lumber strike continues to worsen 
as far as prices and supplies are 
concerned. Movement has settled 
down pretty much to a trickle in 
contrast to normal volume. 

There .is no competition and 
such orders as are being booked 
are being taken on an individual 
basis, with delivery rather than 
price the chief consideration. Such 
of the small independents as are 
still operating report that they 
have all the business they can 
handle even on an overtime basis. 


Buying Improves 
At Kansas City 


KANSAS CITY —A fluctuating 
demand characterized the south- 
western lumber market in recent 
weeks and a renewed buying surge 
was evident early in August after 
several weeks of retailer apathy 
for lumber. 

Shortly after the west coast 
strike began June 21 there was a 

(continued on page 81) 
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THIS BRAND IS YOUR GUARANTEE OF A PERMANENT 


SUPPLY OF HIGH GRADE WEST COAST LUMBER IN 
ALL SPECIES 


| 
| 


CANADIAN Forest Propucts LIMITED | 


EBURNE SAWMILLS DIVISION 
VANCOUVER, B.C. 























Pgh) es + ce 
; ae ee 4 


for 


° la | 
Easier handling 
Supersharp Blades Cut Waste Motion 


| Stronger, 


The ideal saw buck for construction, masonry 
work, painting, hb hold and farm use. Set-up 
or knocked down in a jiffy, yet really rigid! Easy 
to carry, easy to store. High tensile rail steel for 
extra heavy loads, extra safety. 

Versatile . . . use Quik-Sets for scaffolds! 
Nail ick-Sets to 2x6 uprights for the ideal 
a . Or, build them up in tiers for masonry 
wi . 








. - | SS ANDERSON PRODUCTS MFG. CO. 
Finest carbon steel blades are instantly eas tee. Ss 524 North Highland Ave. 


replaceable. Push in new blade — old fo Pee” Aurora 2, Illinois 


one slides out easily. Stock genuine a] Please send me complete prices and information on the Quik- \\ 
Red Devil Blades for replacement. ee Set saw bucks . . . and especially your plan on using ik- % 


ed Sets as a business-building promotion item, 


A Product of 


Red Devil Tools. 


IRVINGTON 11, NEW JERSEY, U.S.A 


BuILDING Propucts MERCHANDISER (To obtain more data on advertised products see page 96) 








ADVERTISE Your BUSINESS 
Without Cost! 


Buy finest quality work garments 
and service uniforms AT BIG 
SAVINGS direct from manufac- 


turer — embroidered with 
your nome and address to 
ADVERTISE Your Business. 


Advertise WHO YOU ARE AND WHERE 
TO BUY WHAT YOU SELL. Hove your ad 
embroidered on the garments of your 
personnel. it is the finest advertising— 
and the cost is nominal. By buying direct 
from the factory at manufacturers’ prices, 
you obtain highest quality garments at 





Above is average of timber being cut teday on our second less than you pay for ordinary work 
clothes locally, and the embroidered let- 
Manufacturers With tering is an additional feature that costs 


you practically nothing. 
Dealer Organizations 


cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 20 Million for past half century under exacting Forest 


Management Plan without depletion. Hundreds of firms throughout the country 


DEFEND YOUR TRADE WITH 


Write for details of our 
unique pian that puts your 


HARDWOODS — WHITE PINE — HEMLOCK trade mark emblem on the 


work clothes of your deal- 
ers’ employees. 
Scores of America's larg- 


est monufacturers work 
with us on this plan which 





buy direct from us—get highest quality 
at lowest prices. 


Sample Brochure FREE! 


Rush your letterhead today for our 
Brochure K which shows complete selec- 
tion of samples, styles and describes our 





is beneficial both to the embroidery service. 


MENOMINEE INDIAN MILLS monetocturers ond their 


dealers. The saving you make by buying direct will 


. : . practically pay for the cost of your em- 
Neopit, Wisconsin } broidered advertising 


Elin Manufacturing Co., 260 Fifth Ave., Rochester, Ind. 











Air-dried QUALITY LUMBER Kiln-dried 














TWIN HARBORS LUMBER COMPANY 


Aberdeen, Washington 








| Manufacturers and Distributors of all 


WEST COAST WOODS AND SHINGLES | 





PONDEROSA PINE 


WHITE FIR INCENSE CEDAR 
High Altitude, Soft Textured Growth 

















Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE CALIFORNIA 




















(To obtain more data on advertised products see page 96) , lugust 23, 1954, AMERICAN LUMBERMAN & 





bulge in sales of mills in the south 
and southwest. Prices were jacked 
up sharply and resistance to the 
higher quotations were soon mani- 
fest and by mid-July sales had 
dwindled. Reports were that mills 
cut prices $1 to $2 in some in- 
stances to stimulate volume. 

The latest upturn in business 
came when yards were running 
low on inventory as the summer 
building boom progressed. Mills 
reported that no increase in prices 
were made, that there was no diffi- 
culty in obtaining $85 for No. 2, 1 
by 8 kiln-dried boards and $80 for 
air-dried boards on the west side 
of the Mississippi river. On the 
east side, the kiln-dried prices ran 
from $82 to $85 and air-dried, $78 
to $80. 

Mills have not built up any in- 
ventory of size and apparently are 
not planning to do so, according 
to the trade reports. A consider- 
able amount of green fir is coming 
into this area and is being taken 
by the city dealers. 

Country yards are shying away 
from the fir that is being turned 
out by independent and small mills 
which have agreed to the 1214¢ 
hourly wage rise demanded by the 
union or by non-union platns. 


Fir Plywood Output Rises 


TACOMA—Fir plywood produc- 
tion increased about 20% during 
the week of July 26 from the pre- 
ceding week, and orders’ rose 
almost 45%, the Douglas Fir Ply- 
wood Association announced. 

Output reached 51.9% of indus- 
try capacity, the highest point 
since the Pacific Northwest woods 
strike started. 


Southern Pine 


The 123 mills reporting to the 
Southern Pine Association for the 
week ended July 31, gave orders 
as 18,338,000, shipments as 20,337,- 
000 and production as 18,440,000 
feet. In the same week a year ago 
orders were 16,597,000, shipments 
were 17,235,000 and production 
was 16,863,000 feet. 

Shipments were 10.2% 
production for the week. Orders 
were .5% below production. Or- 
ders were 9.8% below shipments. 


above 


Western Pine 

The Western Pine barometer for 
the week ended July 31, 116 mills 
reporting, gave orders as 63,407,- 
000, shipments as 75,549,000 and 
production as 66,452,000 feet. In 
the same week a year ago orders 
were 80,561,000, shipments 86,- 
867,000 and production 93,260,000 
feet. 

Shipments were 12.2% above 
production. Orders were 4.6% be- 
low production. Orders were 14.9% 
below shipments. 
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OLE LERVICK and NORMAN WILSON, 
farm operators of Snohor Wash, 


H. P. HERSHEY, poultry producer of 
Mesquite, Texas. 


BERT BURDA, owner-operator of 
the Campbell, Calif. Hatchery 


These farmers help you sell 
more Kaiser Aluminum roofing! 


Monts AFTER MONTH, farmers in every 
section of the country help you sell more 
Kaiser Aluminum Roofing —by explaining 
its many advantages in Kaiser Aluminum 
advertising. 

This advertising appears in the maga- 
zines your customers read — magazines like 
Successful Farming, Farm Journal, Poultry 
Tribune, Hoard’s Dairyman! 

And here’s what these salesmen-farmers 
say about Kaiser Aluminum Roofing: 


Saves up to $17.44 per 100 square feet on 
any new farm building when used instead 


New Low-Cost Farm Building Plans 
Attract Customers to Your Store! 


Farmers everywhere are asking for Kaiser 
Aluminum’s eight new building plans — 
most featuring low-cost pole-type con- 
struction. Plans were designed by agricul- 
tural engineering specialists, and include 
such structures as barns, machine sheds, 
range shelters. Each is a complete set of 
blueprints, with section details, erection 
instructions, elevations, bill of materials. 


of another material. (Write for detailed 

figures on this vital sales point! ) 

* Keeps interiors cooler by as much as 15°, 
by reflecting hot sun rays. 

*Low upkeep. No painting. No ugly red 
rust streaks. Corrosion-resistant. 

«Durable. Resists hail, wind, snow loads. 

*Light in weight. Easy to erect; often by 
one man to cut construction costs. 

¢Insulates, Holds interior heat in winter 
by reflecting it inward. Cuts fuel bills. 

*Handsome appearance during a long, 
trouble-free life. 


Your Kaiser Aluminum jobber benefits 
from our exclusive regional warehouse 
service. This provides him with a close 
source of supply so that he can guarantee 
you all the Kaiser Aluminum Roofing you 
want, when you want it! 


For complete information contact Kaiser 
Aluminum & Chemical Sales, Inc. General 
Sales Office, Palmolive Bldg., Chicago 11, 
Ill.; Executive Office, Kaiser Bldg., Oak- 
land 12, Calif. 


The Quality Roofing For 


Better Farm Buildings 
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NEW 48” SHEET! 


Kaiser Aluminum Roofing is now available in 48”-wide corrugated sheets, 
in addition to regular 26” widths. These big sheets cut roofing time dras 
tically because they go up faster and easier! One sheet covers far more 
area, and there’s only one light weight sheet to handle instead of two! 
And your customers save from 7 to 11% in metal costs over standard 
widths because there are 50% fewer side laps, so each sheet goes farther. 
Explain the advantages of these big new sheets to your customers! 








(To obtain more data on advertised products see page 96) 





Lumber Prices at Press-Time 


The following index is intended merely as a check on buying practices. It is 
4 — and average of mill prices at press time and should not be con- 


sider 


as current on the day the magazine is received. The prices should be 


useful in follewing market trends and as a check on purchases made approxi- 
mately ten days before receipt of the magazine. 


DOUGLAS FIR 


Vertical Grain Flooring 
B&£Btr. 


Drop Siding 


1x6 (Pat. 
1x6 (Pat. 


Celling 


150.00 


118.00 
110.00 


Boards and shiplap and 2” (Green) 
~ 6 1x8 1x10 
No. 1 ..» 65.00 66.00 64.00 
mG. B cecece $0.00 60.00 60.00 
No, 3 .....--61.00 61.00 51.00 


No. 1 Dimension 
12’ 14’ 16’ 
2x 4 75.00 75.00 77.00 
2x 6 74.00 177.00 5.00 
2x 8 76.00 76.00 3.00 
2x10 74.00 76.00 00 
2x12 74.00 72.00 2.00 


322433 
ee 


No. 2 Dimension 
70.00 70.00 00 
69.60 72.00 3.00 
69.00 68.00 00 
69.00 69.00 .00 
69.00 67.00 00 


No. 3 Dimension K/L Only 


(Add 10 to 12 for dry lumber) 


RED CEDAR SHINGLES 


Hoyals 
No. 1 24° 4/2 
No, 2 24” 4/2 
No, 3 24” 4/2 
Verfections 
No. 1 
No, 2 
No. 3 
NXNXX 
No, 1 f 9.75-10.00 
No. 2 16” 2 7.00 
No. 3 16” 4.76- 5.00 


WESTERN RED CEDAR 


Prices for Western Hed cedar siding 
in mixed cars, new bundling, WY to 10 
are! 

Beveled Siding, %& Inch 
Clear “a _" 

% by 4 Inch.... 95.00 90.00 50.00 

% by 6 inch.... 80.00 77.00 60.00 

2 by 6 inch. 115.00 110.00 

% by 8 inch....145.00 135.00 
Clear Bungalow Siding, % inch 

8 inch 165.00 

10 inch 190.00 

12 inch 185.00 175.00 


Finish, B and Btr, 82 or 45, 
v to ad or Rough 
1x 


13.75-14.00 
7.00- 7.50 
4.00 


5/2% 
5/2% 
5/2% 





Celling of Fleortng, B and Btr, 
® to 10 or Longer 
B&Btr. Cc 
135.00 126.00 
135.00 125.00 
Discount on mouldings, 6’ to 20’ odd 
lengths. 


Series 
esting under 4,00—list ee 35%. 
Listing 4.00 and over—list plus 35%. 


Cong fottine, 5/10 x 1%"—2’ to 18’ 
10 


82 


WESTERN PINES 


Ponderosa Pine 
aa 2 Ned 


/4RW 6/4 Rw o/s RW 
“tho. 00 «6265.00 + 270.00 


Selects 
82 or 48 
C&Btr. RL 


Shop, 828 


1x8 
1x12 RL: 1122, 00 
Idaho White Pine 
Selects 82 or 48 
1x4 1x6 1x8 1x10 
C&Btr. RL 270.00 270.00 270.00 275.00 
D RL 230.00 230.00 230.00 245.00 
Commons, $2 or 48 
No. 1 No. 2 No. 3 
157.00 145.00 100.00 
186.00 161.00 100.00 
Sugar Pine mers 82 or 48 
4RW 6/4RW 
Raptr. RL “fee 00 280.00 
RL 260.00 275.00 
230.00 245.00 


No. 2 
' 122.00 
152.00 122.00 





OAK FLOORING 


Clear Pin x2% x2 
White ie 5. 170-00 
Red 188.00 5 170.00 

Sel. Plain 
White \ . 160.00 
Red § 160.00 

#1 Com, 


White f 130 145.00 
Red 57. 130. 145.00 


& Red 


#1 Com, & 
Btr, Shorts 
1%’ 120.00 85.00 


105.00 R 75.00 


90.00 





SOUTHERN PINE 


Vertical Grain Flooring 
B&Btr. Cc 
ix4 Heart 250.00 235.00 
Flat Grain Fleoring 
160.00 
165.00 
Drop Siding 
1x6 #106 
1x6 #116 
Boards & Shiplap 
1x6 ix8 1x10 
No. 1 (D 
«0903 140.00 1% 00 178.00 


90.00 
76.00 


170.00 
170.00 


No, 1 Dimension 
12’ 14’ 16’ 
2x 4 99.00 99.00 102.00 
2x 6 99.00 101.00 
2x 8 99.00 99.00 
2x10 114.00 114.00 
2x12 132.00 132.00 132.00 
No. 2 Dimension 
94.00 ‘ 97.00 
91.00 ‘ 91.00 
88.00 
94.00 
90.00 


All of the above stock kiln Dense Stock. 


August 23, 


REDWOOD 


Bevel Siding 


. Clear All Heart 
. Clear All Heart 
. Clear All Heart 
. Clear All Heart 
. Clear All Heart 
. Clear All Heart 
. Clear All Heart 
. Clear All Heart.... 
. Clear All Heart 
. Clear All Heart 
Note: A rade Y.G. Redwood Siding 
$5.00 less fr %, % and % in above 
sizes. 


es 
* 
on 
< 
Q 


PR RRKPRE 
g han m nnn 


a 
> daddedccs. 
3 PPPHEAPHS 


bo O 00 MO 00M OO 
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Anzac Siding 


1x10 V.G. Clear All Heart 
1x12 V.G. Clear All Heart 
Note: Deduct $15.00 for A Grade. 


Finish 


1x 4 Clear Heart S4S........... 165.00 
1x 6 Clear Heart S4S........... 185.00 
1x 8 Clear Heart S48S........... 200.00 
1x10 Clear Heart S48S........... 215.00 
1x12 Clear Heart S4S........... 225.00 





WESTERN HEMLOCK 


Vertical Grain Flooring 
BAP. 


Flat Grain Flooring 


Drop Siding 
1x6 (Pat. #106 
1x6 (Pat. #116 


Celling 


Boards and Shiplap and 
2” (D 


No. 1 Dimension 
12’ 14’ 
2x 4 88.00 88.00 
2x 6 88.00 88.00 
2x 8 88.00 88.00 
2x10 88.00 88.00 
2x12 88.00 88.00 


No. 2 Dimension 
73.00 73.00 


2x12 74.00 74.00 
No. 3 Dimension R/L 





ENGELMANN SPRUCE 


Boards and Shiplap (dry) 


1x6 1x8 1x10 1x12 


No. 2&Btr. a 00 105.00 103.00 105.00 
No. 3&Btr. 00 71.00 70.00 71.00 


No. 1 Dimension (air dried) 
14 


are now ating boards 
and 3 common. lis do not grade out 
No. 3 dimension as in fir 
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pressure-seal 
damper... 





Only the 3-Star 
HEATILATOR 
FIREPLACE offers this 


Great New Sales Feature! 


At last, a fireplace unit that is specifically designed 
for air-conditioned homes. It’s the 3-Star Heatilator 
unit with the new Pressure-Seal Damper that actu- 
ally seals the throat air-tight when the fireplace is 
not in use. When the damper is closed, the damper 
blade rests snugly against a specially designed asbestos 
gasket. Then slight additional pressure firmly sets 
the blade against the gasket and locks it in place. This 
provides a positive air-tight seal until the damper is 
again opened by an easy pull on the control handle. 


In summer, the Pressure-Seal Damper prevents the 
loss of expensive cooled air—increases the efficiency 
of the air-conditioning systém. In winter, it eliminates 
waste of house heat up the flue—stops chimney down- 
drafts that send blasts of air into the room to cause 


HEATILATOR FIREPLACE 


3UILDING Propucts MERCHANDISER 


cold drafts and scatter dirt and ashes. A real sales 
feature in every home, and a “must” for homes that 
are fully air-conditioned. 


Now...3 Big Features 
The new 3-Star Heatilator Fireplace gives you 3 
outstanding features to help you make easier and 
faster sales: 
1. Circulates Warm Air to all parts of the 
room and even adjoining rooms 


2. Will Not Smoke —scientifically designed 
for proper operation 


3. New Damper Seals Air-Tight—when 


fireplace is not in use 


Ask your jobber or write 
Heatilator inc. 
968 E. Brighton Ave., 
Syracuse 5, N.Y, 


(To obtain more data on advertised products see page 96) 
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Etched Escutcheon Plates 

Decra-Dor is the name that has 
been given to a new line of etched 
escutcheon plates. Available in 
either brass or aluminum, the 
plates are deeply etched with flow- 
ing designs and outlined with in- 
laid enamels. Five different de- 
signs are now available. Lockwood 
Hardware Mfg. Co., Dept. AL, 
Fitchburg, Mass. 


For more data circle No, 1 on coupon, p. 96 


Captain's Chair 

The new do-it-yourself Keen- 
craft Captain’s Chair comes packed 
in a flat carton all ready for as- 
sembly. Each package contains 
hardware, glue, instructions for as- 
sembly and finishing. Parts are 
solid cherry, cut and sanded. 
Bristol Cabinet Corp., Dept. AL, 19 
First Street, Naples, N. Y. 


For more data circle No. 2 on coupon, p. 96 


Vent Panel Actuator 

Ven-Trol-Hinge is the name 
given by Grand Rapids Hardware 
Co, to its new friction-type mech- 
anism for opening projecting win- 
dows. The adjustable control can 
be used with either wood or metal 
frame and sash. Easily installed 
on the job or in line production, it 
is recommended for use on out- 
ward projecting panel vents, hop- 
per vents and outward or inward 
projecting casement vents. Grand 
Rapids Hardware Co., Dept. AL, 
Grand Rapids 2, Mich. 
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Luma-Sheen Steel Hinge 

A steel hinge with a new alumi- 
num type finish provides a per- 
manized color match for aluminum 
hardware and trim. The new hinge, 
it has been announced, will sell for 
only one-third the price of a solid 
aluminum hinge. Hager Hinge 
Mfg. Co., Dept. AL, Victor & 
Thomas St., St. Louis, Mo. 
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Electric Hedge Trimmer 

A new electric hedge 
by Porter-Cable, the Yardmaster 
Hedgshear 131, is said to square 
top and sides of a 100-foot hedge 
in 30 minutes. The Yardmaster 
trimmer weighs only five pounds 
and measures 18%,” long, 3” wide, 
and 614” high. A 10-foot built-in 
electric cord and special tube of 
lubricant are provided with every 
machine. Porter-Cable Machine 
Co., Dept. AL, 38 Exchange St., 
Syrac use 8, N. Y. 
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Sliding Door Hardware 

V-bottom tracks that prevent 
dust and dirt from obstructing the 
wheels are standard in new Glide- 
Master sliding door and wardrobe 
hardware. The tracks are pre- 
cision, roll-formed metal and house 
lifetime nylon ball bearing wheels. 
The sliding door hardware has ad- 
justable hangers for quick instal- 
lation. Arthur Cox & Sons, Inc., 
Dept. AL, 70 N. Sycamore, Pasa- 
dena, Calif. 
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Power Brush Assortment 


A new assortment of profession- 
al-type power-driven brushes that 
may be used on a variety of house- 
hold power tools is now being of- 
fered. The assortment includes 
two, four, and six inch diameter 
coarse and fine brushes, a four- 
inch all-purpose brush, cup 
brushes, and arbors for use on drill 
shafts. Pittsburgh Plate Glass Co., 
Dept. AL, 632 Fort Duquesne Blvd., 
Pittsburgh 22, Penna. 
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Plexiglas Ceiling Units 

A new Plexiglas flush and re- 
cessed ceiling unit is known as 
Neva-Glare. A variety of combina- 
tions, 2-light, 4-light, 6-light units 
are available and other sizes can 
be made up by the manufacturer 
for special requirements. Marlou 
Lights, Inc., Dept. AL, Fanwood, 
N. J 
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Woven Picket Fence 

Norris Fence Company offers a 
woven picket fence that doubles 
as corn cribbing and temporary 
silos. The fence can easily be set 
up at any desired location to form 
an economical, effective crib or 
silo. The manufacturer states that 
this fence is made of quality ma- 
terials. Norris Fence Co., Dept. 
AL, P. O. Box 416, Lufkin, Tex. 


For more data circle No. 9 on coupon, p. 96 
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Cartridge Caulking Gun 

The Drop-In-Cartridge caulking 
gun is designed for use with 
Caulk-O-Seal #814 Cartridges. It 
is built for durability, featuring a 
new positive action rachet rod. 
Calbar Paint & Varnish Co., Dept. 
AL, 2612-26 N. Martha St., Phila- 
delphia 25, Penna. 


Cascenato®e MOOR 465° INATOR MOOK 445° 


Two Incinerator Units 


Calcinator Model 4 GSP is an 
automatic gas incinerator. The 
basic sales features are automatic 
disposal of all garbage and com- 
bustible waste. A continuous 1700 
B.T.U. flame will dispose of up to 
sixty-five pounds of garbage and 
trash per day. The Calcinator 4 
ESP is the electrically powered 
counterpart of the 4 GSP. The 
power supply for this unit is a 
stainless steel encased 600 watt 
calrod element. Calcinator Corp., 
Dept. AL, 1533 S. Water St., Bay 
City, Mich. 

For more data circle No. 13 on coupon, p. 96 


(continued on next page) 





For more data circle No. 10 on coupon, p. 96 


Your own 
eyes tell you-- 


Two-Purpose Fixtures 


This new Sono-Lume fixture 
provides room noise reduction plus 
high level illumination, a combina- 
tion formerly requiring two sep- 
arate installations. These dual 
advantages are said to be obtained 
at less cost by use of these new 
fluorescent fixtures. Sylvania 
Electric Products Inc., Dept. AL, 
1740 Broadway, New York 19, 
N. Y 





OAK FLOORING 


Has all these advantages 


® GREATER STRENGTH 

@ EYE-CATCHING BEAUTY 

® ADDED SALES APPEAL 

You've got to see this flooring to appreciate 


its beauty —and it's as durable as the Ozark 
mountains from where it is grown. 


| 
For more data cirele No, 11 on coupon, p. 96 | 


Ozark Oak Flooring is dried in modern kilns and 
supplied with a satin smoothness that requires 

a minimum of sanding and finishing — saves you 
time and money. It is NOFMA graded under strict 
manufacturirg control for ma’ching consistency. 
tes, you be the judge and see for yourself why 
Ozark Oak Flooring is better, Specify it on your 


Home Water Softener 


next Flooring order. 
A new water softener is styled 
to match appliances. All controls 


Ab 
Bd 
are concealed under the top panel PNOFMA 


which provides a table-top working Ly The OZARK OAK FLOORING co. 


surface. The softener is finished BISMARCK. MISSOURI 
in porcelain enamel. Culligan Inc., 
Dept. AL, Northbrook, III. 
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Available in all standard sizes. 
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WILSON 


versatile STORM 
WINDOWS 


2 | 
EAH , 


JALOUSIES 


\ — 


A 


AWNING TYPE 


Ite 





« Aluminum frames 
to fit 
individual re- 


tailor-made 

your 
DETAIL 
SHOWING 


PLASTIC 
SPLINE 


quirements. Available 
assembled, K.D. or 
as lineal stock. 


Also available in tilt-in vent models. 


WRITE TO 


L. S. WILSON MFG. CO. 


Dept. B, 7421 S. Loomis, Chicago 36, Ill. 


ASBESTOS 
SIDING 


Hassall threaded asbestos siding 
nails are the choice of contractors 
throughout the country. Made of 
bronze and stee! with plated 
finish. Note threaded shank which 
gvarantees maximum holding 
power. Made of #14 gauge wire 
(.082) in 1”, 1%", 155”, 1%" lengths. 
Advise quantities. Prompt shipment. 


JOHN HASSALL, INC. ry 


P. O. Box 2158 
Westbury, Long Island, N. Y. 


Established 1850 Likceexeus | 
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Garage Plans Offered 


Strand Garage Plan of the 
Month for September features a 
nine-foot-wide overhead door at 
the front and one at the rear. The 
roof is almost flat and calls for 
3-ply built-up roofing with gravel 
stop. Free two-page Plan of the 
Month sheets, available on request, 
include rendering of the garage, 
floor plan and complete list of ma- 
terials. Strand Garage Door Div., 
Detroit Steel Products Co., Dept. 
AL, 3103 Griffin St., Detroit 11, 
Mich. 
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Machined Hose Nozzle 


A hose nozzle that has been pre- 
cision machined from solid brass 
bars for better performance and 
durability, is adjustable from a 
full straight stream to a fine, even 
mist. Elmore nozzles are available 
in two sizes—the Heavy Duty noz- 
zie and the Standard nozzle. El- 
more Engineering Co., Dept. AL, 
7015 Raymond Ave., Alhambra, 
Calif. 
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New Strapping Kit 


A new, compact, portable, all- 
steel strapping kit makes a good 
item for tool rental departments. 
Termed Strapping Kit No. 157, this 
versatile kit weighs only 19 
pounds. Its dimensions are 12%” x 


' 12%” x 4”. A. J. Gerrard & Co., 


Dept. AL, 1950 N. Hawthorne Ave., 
Melrose Park, III. 
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Corner Cap Tiles 


Production of two new Bullnose 
cap tiles is announced. They are to 
be known as Bullnose In and Out 
corner cap tiles. Both tiles are 
1/16” deep with smooth edges on 
all sides. Available in 11 plain trim 
colors. Cermak Tile Company, Inc., 
Dept. AL, 4901 Brookpark Rd., 
Cleveland 29, Ohio. 


For more data circle No. 17 on coupon, p. 96 


Fence Brackets 


Cee-Bee Fence Brackets are built 
in the shape of an open end box to 
hold rails or cross members from 
one post to the other. Fences con- 
structed in this manner give the 
appearance of rails being mortised 
into the fence posts. 

Brackets are made of aluminum, 
bonderized and come in three 
board sizes: 1” x 4”, 1” x 6” and 
2” x 3”. Cosom Industries, Inc., 
Dept. AL, 6012 Wayzata Blvd., Min- 
neapolis 16, Minn. 
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Attic Insulation Material 


Insul-Attic is a reinforced as- 
bestos insulation material lam- 
inated with aluminum foil. It can 
be tacked or stapled to wall and 
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BUILT-IN 
RADIOS 


..+ Only 3%” Deep! 


Fits in standard 4° partition 

Excellent tone and selectivity 

Installed as easily os any electric outlet 
For kitchen, bath, bedroom, etc 
Colored plastic panels 

Approved by Underwriters 


Retails for $43.50 less ponels 


Write today for 
specifications and jobber 
prices 


Ni ed 
2 ee 


FLUSH yfALL 


RADIO COMPANY 


1012 AL Cleveland St., Clearwater, Fla. 





( Here's the one that 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 


WILL NOT SHRINK 
STICKS AND STAYS pir 
Ti 
nn Ne a, 








Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What’s more, 

urham’s Rock- 
Hard Water Putty 

ives you by far the 
Fest profit-margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so retfu- 
larly. Many patching materials may shrink 
fall out or chip off. Durham’s Rock-Hard 
Water Putty y ae not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. « Packed twelve 1-lb. cans or six 
4-1b. cans to case. Keep some of each on dis- 

lay. Available in 25, 50, 100-lb. drums for 
industria) users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 


DURHAM 
COMPANY 
Box 804-B 
Des Moines, 


,UILDING Propucts MERCHANDISER 








overhead studd 

comes in 100 squa: 
and 36” wide, pack 
carton. Abbeon § 

AL, 179-21 Jamai 

82, N. Y. 
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Hand Saw Sharpener 


A new hand sharpener has a 
capacity for either rip or cut-off 
saws from 6 inches to 60 inches in 
diameter. The new Armstrong 
hand sharpener No. 54 permits 
sharpening saws to a full 60” in 
diameter without cutting a hole in 
the floor or putting the machine on 
a pedestal. Armstrong Manufac- 
turing Co., Dept. AL, 2135 N.W. 
21st Ave., Portland 8, Ore. 
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Electric Sander-Polisher 


The model #3473 Electric Sander- 
Polisher has new type small motor 
claimed to deliver many times 
more power than conventional 
types of motors of the same size 
and weight. This new model works 
on 110-120 Volt, 1.5 Amps., 60 
cycles A.C. Sanding area is 21%” x 
514”. Wren Products, Inc., Dept. 
AL, 5808 Northwest Highway, Chi- 
cago 31, Ill. 
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WESTERN WHOLESALERS 
TAKE THE WORRY OUT 
OF LUMBER BUYING 


Your Western Wholesalers are “set up" for 
service, With many long-established mill con- 
tacts, knowledge of mill's specialties, re- 
sources, manufacturing and shipping facilities 
and a thorough understanding of buyer's re- 
quirements, the leading Western Whole- 
salers below can help you take the worry out 
of your lumber buying. Tell them your needs. 


Let them supply your complete requirements. 





WESTERN WOODS, INC. 
715 Spokane & Eastern Bidg., Spokane, Wash. 
WHOLESALERS — ALL W.P.A. SPECIES 
Riverside 7149 TWX: SP-104 





Carl E. Soderberg Lbr. Co., Inc. 
1120 Old Nat'l Bk. Bidg., Spokane 8, Wash. 
PINE SPECIALISTS 


TEmple 1448 Teletype SP-175 





CURTIS LUMBER COMPANY 
700 PITTOCK BLOCK, PORTLAND 5, ORE. 
FOREST PRODUCTS 
Telephone: AT 6591 Teletype: PDS72 





Duncan Lumber Co., Inc. 


818 Securities Bidg., Seattle 1, Wash. 
Specializing in Fir Gutter, all sizes and patterns 





WALES LUMBER COMPANY 


OLD NATIONAL BANK BUILDING 


SPOKANE - - - WASHINGTON 
Our 32nd Year 





We 
7 . 


564 Market $t., San Francisco 4, Calif. 





VAN VALER LUMBER COMPANY 
Radio Central Bidg., Spokane 4, Wash. 


Phone: TEmple 2743 TWX SP 19. 
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Asphalt Insulating Panel 
Inselwood Grain-Tex panels have 
a textured wood design finish with 
new character and depth to give 
a realistic grained effect. They are 
fire retardant and they help reduce 
maintenance and repair costs. Pan- 
els consist of a thick insulation 
board core impregnated with an 
over-all seal of weatherproof, 
waterproof asphalt saturant. The 
finish is a deeply embedded coat 
of hard surface mineral granules. 
Jones & Brown, Inc., Dept. AL, 439 
Sixth Ave., Pittsburgh 19, Penna. 


For more data circle No. 22 on coupon, p. 96 
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Power Bit and Extension 


The No. 104 Power Bit by Rus- 
sell Jennings is heat treated. Fits 
3-jaw electric drill chuck %” and 
larger. No. 104 comes in five sizes: 
11, 12, 18, 14, and 16 sixteenths. 
The 184 power bit extension of 
hardened and tempered tool steel 
follows 11/16” and larger bits, fits 
%.” and larger drill chucks. Comes 
in two lengths—18" and 24”. Stan- 
ley Tools, Dept. AL, New Britain, 
Conn. 

For more data circle No. 23 on coupon, p. 96 
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Masonry Expansion Shield 

The Star Dryvin expansion 
shield requires only a drill and 
hammer for fastening single or 
double headed nails into masonry. 
Dryvins are available in 16 differ- 
ent shield sizes, from 3/16” diam- 
eter x %” long to %” diameter x 
34" long. Star Dryvins are sup- 
plied with single or double head 
nails. Star Expansion Bolt Co., 
Dept. AL, 147 Cedar Street, New 
York 6, N. Y. 
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Storm Window Kit 


A storm window kit is called 
Storm-Lite. The new item provides 
a means of covering windows to 
prevent loss of heat. The kit in- 
cludes a 36” x 72” durable plastic 
sheet, eighteen feet of weather- 
resistant fiber molding strips and 
nails for installation. R-V-Lite Div., 
Arvey Corp., Dept. AL, 3462 N. 
Kimball Ave., Chicago 18, Il. 
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NEW Gigibinb dae 
SIMBOO! 


(simulated bamt oo) 


@ looks like bamboo, but works 
much easier, costs much tess! 
@ Made of Poplar; half-round 
mouldings with beautiful color 
shadings for luxurious tropical 


This new magic moulding is a natural do-it-yourself 
leader, With just @ saw and nails, home handymen 
con build room dividers, Simboo-trimmed breakfronts, 
many other items for 
dramatically smart room or home decor. Let us send 


flower boxes, bors, cornices, 


Ventilating Fan 


New design of the 10-inch Fasco 
Ceil-N-Wall ventilating fan has re- 
sulted in improved performance at 
lower noise level. The Fasco Model 
1021 with the new 9-petal Turbo- 
Radial Impeller is said to move air 
with the quietness of a blower and 
the capacity of a propeller. The 
fan will deliver 530 cfm at highest 
of 3-speeds through 10 feet of 
duct. Fasco Industries, Inc., Dept. 
AL, Rochester, N. Y. 
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New Awning Window Features 


A power-turn operator, which 
works on the automobile jack prin- 
ciple, is a feature of R. B. Leonard 
aluminum awning windows. The 
operator, like all other hardware, 
is concealed and needs no lubrica- 
tion. The awning unit also features 
a heavy gauge extruded aluminum 
frame. The windows are shipped 
complete. R. B. Leonard, Inc., Dept. 
AL, 3553 N.W. 50th St., Miami, Fla. 
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Dual Expansion Anchor 


A new dual expansion anchor is 
called the Wyem Dual Expansion 
Anchor. These anchors are obtain- 
able in all sizes to fit standard ma- 
chine screws. They will not distort 
and can be used over again, claims 
the manufacturer. Wyem Products 
Co., Ine., Dept. AL, 2292 S. Taylor 
Rd., Cleveland 18, Ohio. 
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@ Sows and nails easily, mokes 
perfect joints, needs only a 
shellac and wax finish 

effects @ Two widths — %"' ond 1%"' 





| 


| 


WEIDMAN MILL 
DURANGO, COLORADO 


Manufacturers of Superior 


High Altitude 
ENGELMANN SPRUCE LUMBER 


you a somple today! 


SPECTOR CABINET CO. 


791 N.W. 20th St. Phone 2-6311 Miami 37. Fic. 
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Magnetic Catch 


A new magnetic catch fits be- 
tween door and shelf. A powerful 
magnet with magnetic pull, floats 
on a spring which cushions door 
and holds lip away from cabinet 
frame. Catch is designated by class 
number 40ALD and is packed one 
in an envelope with screws and in- 
stallation instructions. Stanley 
Works, Dept. AL, New Britain, 
Conn. 
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Awning Window Hardware 


Heavy-duty aluminum hardware 
that enables dealers and jobbers 
to make their own wood awning 
windows is now offered. There is 
no cutting or drilling required. The 
double seal, self-locking hardware 
comes with concealed vinyl! plastic 
weatherstripping. Air-Vue Indus- 
tries Inc., Dept. AL, 3649 N.W. 50th 

t., Miami 42, Fla. 
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Charcoal Broiler 

The Adams Charcoal Broiler No. 
202 consists of stove and grille. 
Overall measurements are 1114 
wide by 2054” long by 914” high. 
Made of cast iron, this unit weighs 
34 pounds. The Adams Co., Dept. 
AL, Dubuque, Iowa. 
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Aluminum Combinction Door 

No drilling, cutting or sawing is 
necessary to instal! the Crestline 
Aluminum Combination Door, 
states the manufacturer. No right 
or left hand door problems because 
hinges, knobsets and frame are 
reversible. Silcrest Co., Dept. AL, 
100 Thomas St., Wausau, Wis. 
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Rolling Door Hardware 


Rolling door hardware that is 
easy to install is offered by the 
American Screen Products Co. The 
Har-Vey Challenger set is conven- 
iently packaged and includes nylon 
and formica rollers, self-lubricat- 
ing bronze oilite bearings and a 
rust-proof aluminum track. Amer- 
ican Screen Products Co., Dept. 
AL, 807 N.W. 20th St., Miami, Fla. 
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No. 700 (Colonial) 

No. 600 (Roman) 

HOUSE NUMBERS DISPLAY 
each packaged with 12 dz. 
numbers 





CASH IN 
Ga. on 


RED CEDAR CLOSET LINING 


SEAL- 
PACKAGED 
FAST-MOVING 


Nationally 
pduertised 
BROWN’S 


AUPERTEDAR 


Guaranteed 90% Red Heart-100% Oil Content 
Our national advertising annually produces thous- 

ands of customer inquiries which are turned over 

to our dealers for follow-up. Here is an active 

market for cedar closet lining. Brown's SUPER- 

CEDAR is a fast-moving, 

profitable item and is 

produced by the largest 

and oldest experts in 

the business. Sold only 

through leading jobbers 

and millwork distribu- 

tors. 


Write for Builders Folder and Consumer Booklet 





PRODUCT OF 


GEO. C. BROWN & CO,, tne. 


GREENSBORO, N.C Estal 66 


LARGEST MANUFACTURERS OF 
AROMATIC RED CEDAR IN THE WORLD 


B 


LEGIBLE, AUTHENTIC-STYLE 
WEATHER - RESISTANT 


PACKAGED IN COLORFUL, EYE-CATCHING 
COUNTER DISPLAY 





Ss are pr cast, h ly 
+ and thanks to the hoeemies of 


volume production . . . competitively priced. 
Completely rust-resistant; will not run. Indi- 
vidually packed with brass pins in cellophane 
bags. Dozens of your neighborhood customers 
undoubtedly need such numbers—will buy them 
if they eye them on your counter! They add up 
to PROFIT. Ask your jobber—todayi 


HALL-WESSEL COMPANY 


2116-2126 W. NICHOLAS STREET, PHILADELPHIA 21, PA. 


in Canada: GEO. $. HALL CO. 
25 Grenville St., 


Export: HALL & REIS, Inc. 


Toronto 1 165 Broadway, New York 6 


5678908 


Worth asking for... by NAME 


o—-}- Pa ond ae I c 


Hardware ‘ee 


—uf RR B pAwHIe 23 
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<> SALES AIDS 


KENTILE 


Decal for Dealer Promotion 

This is a reproduction in black 
and white of the new decal now be- 
ing made available to dealers han- 
dling KenFlor viny! tile flooring. 
The decal comes in two sizes—20” 
x 13%,” for trucks and 111” x 71.” 
for store windows. The upper half 
is light blue with crimson letter- 
ing. The lower half is black with 
silver lettering. Kentile Inc., Dept. 
AL, 58 Second Ave., Brooklyn, 
N. Y 
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Dealer Aid Kit 


A new sales promotion and ad- 
vertising aid kit for dealers pro- 
vides material for both Hako floor 
tile and wall tile. The kit covers 
all phases of advertising and sales 
promotion. The Hako Brief Case 
of Sale Producing Advertising is 
given free to all Hako dealers. 
Hachmeister-Inc., Dept. AL, 2332 
Forbes St., Pittsburgh 30, Penna. 


Vor more data circle No. 35 on coupon, p. 96 
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Midget Louver Displays 

The Midget Louver Company is 
now offering two new point-of-sale 
packages. Each package holds a 
gross of the one-inch size Midget 
Louvers, one displaying the regu- 
lar type for interior and exterior 
use and the other displaying the 
L.D. type for concealed installa- 
tion. Midget Louver Co., Dept. AL, 
8 Wall St., Norwalk, Conn. 
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Home Show Exhibit 


To make it easy for roofing and 
siding dealers to participate in 
local home building shows, the 
Ruberoid Co. has come up with a 
ready-to-exhibit product display. 
Built around the Colorator, a de- 
vice for selecting harmonious shin- 
gle and siding color combinations 
at a twist of the wrist, the display 
is self-contained. It is 5% feet 
high and unfolds to an 8 foot 
width. Ruberoid Co., Dept. AL, 500 
Fifth Ave., New York, N. Y. 
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New Product Packaging 


The entire line of Bruce House- 
hold Products is now packaged in 
lithographed tin. The new contain- 
er gives a stronger family resem- 
blance to the various Bruce prod- 
ucts. Because the product name 
appears on all sides as well as the 
top the new design is easily adapt- 
able for mass display. E. L. Bruce 
Co., Dept. AL, Memphis 1, Tenn. 
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Venetian Blind Tape Rack 


The new Ru-Son wrought iron 
counter rack and dispenser elim- 
inates spoilage resulting from stor- 
ing tape on shelves and reduces 
inventory of slow moving, colors. 


The entire assortment of nine dec- 
orator colors are compactly 
stacked in a rack 22” long and 
104%” wide. J. Rubenstein & Sons, 
Dept. AL, 278 Johnson Ave., Jersey 
City, N. J. 
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Plastic Counter Display 


This counter display requires no 
stock of panels, it exhibits a full 
set of five inch by eight inch sam- 
ples of translucent fiberglas plas- 
tic sheeting in Alsynite’s range of 
19 colors. Alsynite Company of 
America, Dept. AL, 6454 De Soto 
St., San Diego 9, Calif. 
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New Tile Style Center 


A new counter selling aid is 
called the Miraplas Style Center. 
Three 41,” x 41,” squares of actual 
tile are prominently displayed. 
The display occupies 22” of counter 
space. It will serve the dealer in 
two ways: (1) It’s an aid for clos- 
ing plastic wall tile sales. (2) It 
will attract the attention of wait- 
ing customers, or customers who 
come in to buy something else. 
S & W Moulding Co., Dept. AL, 
980 Parsons Ave., Columbus 6, 
Ohio. 
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Panel and Fixture Exhibit 


This display enables dealers to 
exhibit Masonite Peg-Board panels 
and fixtures in use, as well as pro- 
vide readily-accessible storage fa- 
cilities for both features of the 
working walls. On the back of the 
rack (not shown) may be placed 
18 panels of varying sizes for cus- 
tomer selection. On the front are 
three packaged Masonite hook 
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racks. Masonite Corp., Dept. AL, 
111 W. Washington, Chicago, Il. 


For more data circle No. 42 on coupon, p. 96 


Nail Merchandising Unit 
A self-service merchandising 
unit for decorator nails combines 


visual display pack 
ethylene bags with 
ing display unit signed for 
either counter use or all hanging. 
Size of display uni is 183,” x 
1534”, occupying | than one 
square foot of coun space. Mat- 
tatuck Mfg. Co., De AL, Water- 
bury, Conn. 


For more data circle No. 


ig in poly- 
nerchandis- 


Turn-O-Round Merchandiser 
The new Challenger Turn-O- 
Round Counter Merchandiser fea- 
tures a selection of mechanics’ 
hand tools in see-thru viny! plastic 
Stor-Away pouches. Each tool is 
placed in pouch with lithographed 
card giving complete sales infor- 
mation, guarantee, printed price, 





,UILDING Propucts MERCHANDISER 


etc. Penens Corp., Challenger 
Div., Dept. AL, Schiller Park, Il. 


For more data circle No. 14 on coupen, p. 96 


Jalousie Merchandising Program 
A new merchandising program 
is offered by the Ventilite Cor- 
poration. The two-point program 
offers: (1) dealerships to handle 
the Ventlock aluminum jalousie; 
(2) the company will set up a fran- 
chised Ventlock manufacturing 
plant on a profit-sharing basis. 
Ventilite Corp., Dept. AL, 5556 
tiscayne Blvd., Miami 37, Fla. 
For more data circle No. 45 on coupen, p. 96 





SUGAR PINE DOUGLAS FIR 
PONDEROSA PINE NHITE FE 


> SUPERIOR LUMBER 
“eAlee COMPANY 


920 9th ST. * Phone HUdson 4-8216 
SACRAMENTO 14, CALIF 


(To obtain more data on advertised products see page 96) 





Plaster & Mortar Mixer 

The new Andwall Mix-ter, a 
four cubic foot plaster and mortar 
mixer, is built with 30” doorway 
clearance to permit both indoor 
and outdoor one man operation. It 
is equipped with a tow bar and 
pneumatic tires and can be quickly 
moved from job to job behind any 
car or truck. Available with either 
gasoline engine or electric motor 
drive. Andwall Mfg. Co., Dept. AL, 
Ixonia, Wis. 


For more data circle No. 46 on coupon, p, 96 


Electric Rider Pallet Truck 

A new Warehouser electric rider 
low lift pallet truck is capable of 
handling loads up to 4,000 pounds. 
Called the RP-4, the truck has # 
pallet fork lift of four inches and 
has a lifting time of approximately 
5 seconds for full lift with full 
load. The overall spread of the 
pallet forks are in standard widths 
of 25, 27, 30 and 36 inches. Fork 
lengths are available from 36 
inches to 60 inches in steps of 6 
inches. Materials Handling Div., 
Yale & Towne Mfg. Co., Dept. AL, 
11000 Roosevelt Blivd., Philadel- 
phia 15, Penna. 


For more data cirele No. 47 on coupen, p. 96 


92 


Mortiser & Borer 

A new improved ball bearing 
automatic blind stile mortiser and 
borer Model No. 924 is designed for 
boring holes for rolling blinds and 
making the mortise for the sta- 
tionary slats, in inside or outside 
blinds, for doors or windows. It is 
fully automatic in operation. The 
operator merely puts in the stiles 
and starts the machine. J. A. Fay 
& Egan Co., Dept. AL, Eastern Ave. 
& Hazen St., Cincinnati 2, Ohio. 


For more data cirele No. 48 on coupon, p. 96 





Portable Curve Support 


The Curve SpeedTruk, new 
Speedways portable conveyor sup- 
port, has been designed for use 
with Speedways conveyor curve 
sections. Formerly manufactured 
only for straight sections, the new 
Curve SpeedTruk now comes in a 
model designed to accommodate 
curved pieces of both the Speed- 
ways Gravity Wheel and Gravity 
Roller Conveyors. Speedway Con- 
veyors Inc., Dept. AL, 195 Speed- 
ways Bldg., 202 Rhode Island St., 
Buffalo 13, N. Y. 


For more data circle No. 49 on coupen, p. 96 


Plate Glass Slot Rack 


A newly designed and prefabri- 
cated slot rack for the storage and 
merchandising of plate glass and 
mirror stock is 48 inches wide and 
will accommodate glass up to 120 
inches in height and 144 inches in 
length. Each lite of glass slides 


into a ‘slot in the maple flooring 
and at the top is held between thin 
hardbuvard separators, smooth on 
both sides. Glass Center Enter- 
prises, Inc., Dept. AL, 128 Summit 
St., Toledo, Ohio. 


For more data circle No. 50 on coupon, p. 96 





WHAT'S YOUR ANSWER? 


On September 6, 1954, the American 
Lumberman will give you our unique 
Fall and Winter Merchandising Issue 
—the only magazine of its kind in the 
entire building materials industry. 

The reason “why” for this issue is 
well known to every building materials 
dealer. The nationwide staff of the 
American Lumberman has spent a 
solid year preparing this special mag- 
azine. In it dealers will find a detailed, 
step-by-step program for increasing 
their fall and winter sales. 

This unusual magazine fortifies the 
American Lumberman tradition of ser- 
vice in providing the vital information 
that lumber dealers need in their day- 
to-day business. 


1. Name two new sales angles 
for hardboards. 


2. What lumber mill uses an In- 
dian head as part of its trade 
mark? 


3. How does installment selling 
help the Bailey Lumber Co. in- 
crease sales? 


4. Who offers you a free, three- 
color sales-aid display for cabinet 
hardware? 


5. A pick-up in sales of what 
products occurred after the Min- 
eola Lumber Corporation’s do-it- 
yourself show? 


6. What is Consoweld 10? 


7. What three factors helped the 
deJarnette Supply Co. boost sales 
300%? 


8. “Lumber is a good business— 
aluminum is a good business—to- 
gether they’re a WHALE of a busi- 
ness” says what aluminum corpo- 
ration? 


9. What is a main feature of the 
Gotham house plan? 


10. What fireplace unit manu- 
facturer offers a new, improved 
pressure-seal damper? 


Answers on page 95. 
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NEW \. LITERAMDRE 


Better shipping with steel strapping 
is discussed in the latest revised Guide 
to Better Shipping Catalog. A wide 
selection of strapping tools and equip- 
ment for every application is illus- 
trated. Details of tensil strength and 
feet per pound of strapping, shipping 
weights and standard packs of side 
tools and accessories are included. 
Signode Steel Strapping Co., Dept. 
AL, 2604 N. Western Ave., Chicago 
47, Ill. 


For more data circle No. 51 on coupon, p. 96 


Taper-Lock Bushings, hubs and 
adapters are the subjects of a new 
technical bulletin, A-628A. Informa- 
tion throughout the bulletin is mostly 
in tabular form. Included are cross 
section drawings, bushing numbers, 
bore sizes, dimensions, weights, key- 
seats and list prices. Dodge Mfg. 
Corp., Dept. AL, Mishawaka, Ind. 


For more data circle No. 52 on coupon, p. 96 


A new Leigh Building Products con- 
densed catalog, No. 106-L, briefly de- 
scribes each product in the Leigh line, 
including recent products such as the 
Sliding Shelf Guides and Style WA 
Aluminum Ventilators. Leigh Building 
Products Div., Air Control Products, 
Inc., Dept. AL, Coopersville, Mich. 


For more data circle No. 53 on coupon, p. 96 





Manufacturers of Band Sawn 
NORTH CAROLINA PINE 


SOUTHERN HARDWOODS - CYPRESS 


End-Matched 
PINE, OAK, 
MAPLE AND GUM FLOORING 


Modern Moore Kiins— 
Planing Mill Facilities 


MELEY, SOUTH CAROLINA 
ONE OF THE OUTSTANDING OPERATIONS OF THE SOUTH 


BUILDING Propucts MERCHANDISER 


FOR QUALITY 
THAT BUILDS SALES, - 
ALL EYES ARE ON— 


Decorator ideas a nore detailed 
installation instructic are contained 
in the new edition of “How To Get 
More Style With P! c Wall Tile” 
booklet. The Tilema line is given 
prominent display, along with infor- 
mation and drawings special plastic 
molded pieces for t ming corners, 
base, ceiling, ete. ‘Tilemaster Corp., 
Sales Promotional Div., Dept. AL, 
1415-21 W. Diversey Parkway, Chi- 
cago, Ill. 

For more data circle No. 54 on coupon, p. 96 

Special uses of Scr: 
for industrial installations are 
tured in a bulletin. Screw-Seal 
is said to be unaffected by the 
rosive action of acids, gases and all 
commonly encountered industrial 
chemicals. Vitrified Products Div., 
Robinson Clay Products Co., Dept. AL, 
65 W. State St., Akron 9, Ohio. 


For more data circle No. 55 on coupon, p. 96 


Seal Clay Pipe 


Modern Magic describes the use of 
Seal Swirl and Knotty Sea Swirl dec- 
orative fir plywoods and veneer faced 
plywoods in Birch, Knotty Pine and 
Philippine Mahogany. This booklet 
contains full-color illustrations. Asso- 
ciated Plywood Mills, Inc., Dept. AL, 
P.O. Box 672, Eugene, Ore. 


For more data eircle No. 56 on coupon, p, 96 


The use of redwood in ecclesiastical 
and industrial structures is featured 
in the summer edition of Redwood 
News, quarterly publication of the 
California Redwood Association. Ef- 
fective treatment of interiors and ex- 
teriors of recently built churches and 
the employment of redwood in water 
purifying and softening systems are 
the subjects of articles. California 
Redwood Association, Dept. AL, 576 
Sacramento St., San Francisco 11, 
Calif. 


For more data circle No. 57 on coupon, p. 96 


Here’s a sales tool for lumber deal- 
ers. A new farm broadside by Insulite 
is now available that offers farmers 
suggestions on how to build or mod- 
ernize their buildings quickly, easily 
and at low cost with insulation board 
products. Designed as a dealer direct- 
mail piece and counter give-away, the 
new broadside covers the use of In- 
sulite products all around the farm. 
Minnesota and Ontario Paper Co., 
Dept. AL, 500 Baker Arcade Bldg., 
Minneapolis, Minn. 


For more data circle No, 58 on coupon, p. 96 


Milcor Metal Lath and Accessories, 
No. 253, is a revised catalog which 
contains information on Mileor metal 
lath and accessories. Special diagrams 
show installation methods to be used 
for casing beads and access doors. 
Sizes, weights and packing informa- 
tion are shown. Advertising Div., In- 
land Steel Products Co., Dept. AL, 4027 
W. Burnham St., Milwaukee 1, Wis. 


For more data cirele No, 59 on coupon, p. 96 








KOPPERS COMPANY, INC. 


Wolman Preservative Department 


*Wolmanized is a registered trademark of (s 
\ 


keep your EYE 
on: clean, 


Liehy-U0-heiereill 
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Pittsburgh 19, Pennsylvania 
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Koppers Company, Inc K 
%, 
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(To obtain more data on advertised products see page 96) 








Classified Advertising 


Terms -~ Cash With Order 
Minimum Charge $5.00 





Rates: 


1 Time —20c per word for each insertion. 
Minimum charge of $1.00 per line. 


3 Times — 15e per word for each consecutive 
insertion. Minimum charge of 75¢ 
per line. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of publi- 
cation. Advertisements are set in uniform 6 
—~—Fraa No cuts or special borders al- 
owed. 


No agency commission or cash discount 
allowed. 


Add $1.50 for blind ads bearing box number. 
Replies forwarded without additional charge. 
Count five words to a line and when less are 
eoeiee or used, regular line rate is charged. 

en answering numbers or mailing copy 
for ads address them to: 


AMERICAN LUMBERMAN, INC. 
139 N. Clark St., Chicago 2, Ill. 





HELP WANTED 





HELP WANTED 


Progressive Florida Lumber and Building 
Material Company interested in emplo 
one or two yous men experienced ny Reta 
Lumber and g Materials—none except 
sober, fa. and hard workers need 
apply. Address Box V-57, American Lumber- 


A large. well established lumber manufacturer 
with sizable wholesale Capertneat and sales 
staff selling industry, retail yards and facto 
trade, = looking for a man between 30 and 
years 


t promotional e 

merchandising a ststiatical r~- Fumi fe for 
s opport or 
right one Box V-52, erican 
berman, Inc 


LARGE manufacturer and distributor in Inland 
Empire wants an aggressive man in Sales 
Dept. who is .@ good promoter particularly 
direct whol our own plants. The 
peepee man = ‘can -—t. will have excel- 

| opportunities to make good salary and 
is rmanent. Write fully. Address 
“4 X 20, American Lumberman, Inc. 





Experi d lumb 1 to call on con- 


t ject build Excellent oppor- 
tunity ay progressive organization in central 
New Jersey. Trilco Terminal, Box 415, Toms 
River, New Jersey. 











WANTED | A tail J kh to 
fill ~~ Ey " Division ‘Su rintendent for 
group of varde for line yar my. Ad- 
ress Box X 25, American Lumberman, Inc. 








WATER Capable and on experienced pw thm 

for a 
ing material store. An cl; on 
for a good man. Address Box X 26, 
Lumberman, Inc. 








4. 4 
erican 





WANTED: Man with lumber experience for 
second man in retail lumber yard. Address Box 
X 27, American Lumberman, Inc. 





WANTED: Young accountant to be understudy 
of head 7. 2 for a line yard company. 
Address Box X American Lumberman, Inc. 





WANTED: Youn ng man with knowledge of lum- 


ber and buil material for assistant to 


aaites for line yard — Address Box X 








Wanted — Manager or Pie 





HELP WANTED 


BUSINESS OPPORTUNITIES 





WANTED — Man for jumber office. _ to list 
materials from plans. Know small home con- 
struction. Benew office duties. Chicago area. 
Address Box X 38, American Lumberman, Inc. 


Wanted: Hardwood tuner inspector for 
Dimension yard. capable of handling men and 
runni yard. Must be A-l. Between ages 30 
and 40, Good salary. Address Box X 37 
American Lumberman, Inc. 

Want contact a middle aged man “whe would 
be interested in a going concern. Good pliant 
and location. Address Box X 31. American 
Lumberman, Inc. 


SITUATIONS WANTED 








An aggressive, trustworthy man of 40 seeks a 
managerial position of small ratail lumber 
yard, with purchasing privileges of entire yard 
or part thereof. “Prefer yard in y's farming 
area. Have 

of lumber ao Excellent oh dg Ad- 
dress Bex x 35, American Lumbormen. Ine. 





MILLWORK SUP’T & DRAFTSMAN 
30 years experience; detailed and stock mill- 
wah, Production man. A-1 Reference. Address 
Box V-42 American Lumberman, Inc. 


MILLWORK—DETAILING 
A _ firm of millmen = years of experience 
offer « detailing and service, Saee 


antes results. Cost. 
ox R-58. American ae 





Millwork Estimator and Detailer. 
20 years e peeaee all lines millwork. A-1 


Address Box V-59. 
American Lumberman. Inc. 





Dry Kiln operator, seven years experience in 
Rat and spruce ions. Will go anywhere. 
ddress Box X 32, rican Lumberman, Inc. 








LUMBERMAN, 40 years old, with 20 years’ ex- 
perience paren Retail, Wholesale and In- 
dustrial Lumber Business. desires to locate 
peemanenty with a progressive company as 

imager or assistant Manager, preferably in 
the North or Northwest. Experience in the 
Western states. ~ocemenenens .— re- 
quest. Address Box X 36, American Lumber- 
man, Inc. 





SALES REPRESENTATIVES 
WANTED 





METAL MOULDING SALESMAN 
Full time or side line. To call on lincleum — 

are — furniture stores — cabinet shops 
>. ay rou weet distributors. 
epresen anufacturer complete quali 
= of aluminum and stainless steel moul de. 

Exclusive territories open. National 
Teuton Company, 1132 Alum Creek Drive, 
Columbus 9, Ohio. 





WANTED — RAILS 





RAILS WANTED 


—_ weight—any tonnage. 
W. H. DYER CO., INC 
2111. A Railway Exch. Bldg., St. Louis 1, Mo. 


STEEL RAILS 
16#, 20%, 25H, WH, IH, 40% and Heavier. 
MIDWEST STEEL CORPORATION 
_ 518 Dryden St. Charleston, West t Virginia 
RAILS, New and Relaying 


M. K. FRANK 
480 Lexington Ave., New York, N. Y. 


BUSINESSES WANTED 








Two men, early forties. seek to $e puschase 4 

active retail lumber yard. Prefer location in 

Pennsylvania e New Jersey. Would consider 
wi puree 





of 
small ee lumber yard in Contra Illinois. 
State age. rience, salary expected. Give 
references and oo how soon change can 
be made. y ony for youn 
man who wee , 2a and is will- 
ing to work. Address Box 30. American 
Lumberman, Inc. 


94 


g s ye th peeve sees 


Wi ) neve 
teckargend ‘? all phases « of re . ca 
= a ac- 








_2ynership 
J 2 1955. interested, 
lenuary 2 neh yao haede Fa 
tens ook hy Inc. 








Wanted: Reliable party who is familiar with 
red cedar, to take charge of large oneese and 
manufacture into the finished tend oducts. Ad- 
dress “Pratts’’ Homosassa, Flori 


A RARE BUSINESS OPPORTUNITY! 


Kenova, West Virginia, junction point of N&éW, 
C&O, and B&O Railroads, wr. the best op- 
portunity for an up-to-date amet mill or 
woodworking pliant in the ¥ .. ° Valley. 
We have available here 2!/; acres of hard sur- 
faced, level lumber yard. and a building with 
8300 sq. ft. floor space, having 8’ concrete 
floor and a side track on each side of building. 
Ww e very attractive proposition. Write 
Box V-55 American Lumberman, Inc. 





FOR SALE 


Exctusive right-of-way over a very large area 
which is the only | l and practical way 
to remove a vast amount of timber consisting 
of fine Pine and Fir timber in Northern Califor- 
nia. Approximately one and one-half billion 
feet. Off the highway trucks can be used all 
the way to R. R. and/or Mill site. Address Box 
T-28, American Lumberman, Inc. 








MACHINERY WANTED 





WANTED — WOOD PLANER 38" x 8” or 24” 
x 6’. Motor driven. Oscar A. Anderson Lum- 
ber, 1425 East Maumee, Adrian, Michigan. 


BUSINESSES FOR SALE 








For Sale: A ae yard and building material 
business located in al Indiana. Sees 


(ddress Box v.33 
rman, 





COAL & BUILDING MATERIAL YARD 
MUST BE SOLD 


1952-53 Volume Approximately 400,000 per year. 


FIRST OFFERING 


pa gy a pe ys 

jory or se - 
veniery and equipment and lease land and 
b 


LIQUIDATION PRICE NO INFLATION 


Owners dissolving association. Can be §f- 
nanced. 


Address Box V-48, Ameri Lumb 








YARD FOR SALE 

RETAIL LUMBER, hardware & coal yard. Coal 
unloading to ome © truck equipment on = 
L&6L R.R. Co. Fifty miles south of 

Ohio. Good profitable yard. Been in od 
for 40 ears. Pwill sell with inventory or with- 
out dress Box V-63, American Lumberman, 
ne. 


FOR SALE 

Lumber rd and wood millwork plant in 
hic, s ac in schools, churches, large 
resident and commercial . Com- 
lete woodworking machinery in 
Puilding Lumber storage, masonry construc- 
= xt - enclosed, and open yard on 
railroad . Good order file. vepogaies 
limited in this area. Address Box V-64, Ame 
can Lumberman, Inc. 





Lumber yard in small town in Northern Illinois. 
Good a comment. Handling lumber. 
M material and coal. 


Good —_ t for ex 
pansion. Address >, 2), American Lumber- 





For Sale: Small lumber, millwork. and building 
supply Suagess Pennsylvania. 


dress Box x 
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BUSINESSES FOR SALE 





For Sale or Lease long establishod retail 
lumber yard in prosperous Rocky Mountain 
area. Ample sheds, yard space, trackage and 
rking. Fully equipped, lent 
nventory approximately $130,000. Fixtures and 
equipment approximately $20,000. Will sell or 
retain $40,000 accounts receivable. $200,000 wil! 
handle. Address Box V-61, American Lumber- 


man, Inc. 





FOR SALE 
Yard in eastern Nebraska town, located in 
rich farming community. Comparatively small 
investment will handle. Owner wishes to 


retire. Address Box V-62, American Lumber- 
man, Inc. 


Retail lumber line yard operator in Oklahoma 
and Texas has yards for sale in rogressive 
cities and communities. Address Box X 23, 
American Lumberman, Inc. 


For Sale: Retail Lun.ber and Building S$ i 
yard located in Northern Wisconsin. ue ens 
Resort trade. Priced for quick sale. If inter- 


goted write Box X 33, American Lumberman,. 
ne. 


FOR SALE — Lumber and building supply 
yard in northeastern Indiana. Town over 2000 
sepeatee. good farming area. Owner retiring. 

ddress Box X 34, American Lumberman, Inc. 


FOR SALE: Sawmill, Colorado, equipment val- 
ued $38,000. 35 million feet timber available. 


Write Bob Bader, 142 Broadway, Denver 3, 
Colorado. 


MISCELLA! © ous 
FOR SAE 





CARPENTERS 
Write for prices an 


THE MINNESOTA 5 
Minne i 


PRONS 
formation. 
CIALTY CO, 





ADVERTISING Y ANDSTICKS 


Basswood, 2-color. Same price as _ 1-color. 
Also Paint Paddles. Immediate shipment. 
RB. J. DUMONT Co. 
156 So. Melrose Ave., Elgin, Ill. 





USED MACHINERY FOR SALE 





FOR SALE: One eight inch sticker and 
motor. Excellent condition—$400 so one 
Burroughs Bookkeeping machine. Address Box 
V-65, erican Lumberman, Inc. 


Complete Electric Planing Mill for Sale 


291 Yates Matchers 
1 Moulder 

Ball-Bearing Yates Resaw 
Band Rip Saw 
Cut-Off 
Smeoth End Trimming Outfit 
International Cat 
International Truck with Trailer 

50 Roller Wagons with Cat Hitch 


All in first-class condition, operated from city 
current. Can be leased on land as now is or 





PROMPT SHIPMENT 





NICHOLS ALUMINUM STRAIGHTLINE 
CORNERS FOR BEVEL SIDING 


6 7¢ resale 
8 8¢ resale 
10 9¢ resale 
10 9¢ resale 
12 ll¢ resaie 


NICHOLS ALUMINUM ROLL VALLEY 
14"° 50° Solid $13.00 resale 
20°" 14.55 resale 
28 20.25 resale 
NICHOLS NEVER-STAIN ALUMINUM NAILS 
(sealed boxes with tear string opener) 
$75.00 ORDERS FREIGHT P phip 
(Selling only to dealers) 


HOSKING PAPER & SUPPLY 
P. O. Drawer 43 Wilmette, Ill. 





LUMBER & DIMENSION 
FOR SALE 





4 to 5 cars Hardwood Stickers 


1x2” to 3° 6’ Dry 
Connor Lumber and Land Company 
P. O. Box 810 
Wausau, Wisconsin 


Kiln Dried Douglas Fir Industrial Clears 
Standard sizes through 16/4 


Also 


Extension Ladder Rails 
Cut Door Stock 
Step-Ladder Stock 
Inquiries answered promptly: 
Al Clements Lumber Co. 
P. O. Box 908 


Eugene, Oregon 
Phone 5-3317 


Mouldings 
Millwork Blanks 


TWX EGo4«s 


A million and a half feet of white e. and 
250. fbm of Red Pine, logs will water 
cured and lumber dipped in Permatox and well 
air-dried. Can saw to it ‘ss 
Open for inquiries. Address Box 
can Lumberman, Inc. 





3UILDING Propucts MERCHANDISER 


tled and moved. Reasonable terms. 
W. T. Bailey Lumber Co.. Virginia, Minnesota 


FORK TRUCKS FOR SALE — 3 Ross 15 HT’s, 
15,000 pound capacity, 17!/, foot lift, pneumatic 
tires, inch forks, power steering, $2,750.00 
to $4,750.00; can be inspected — 150 other 
makes and sizes available from Nation's Lae. 
est Stock. Call, Write, Wire — ATLAS LI 

TRUCK RENTALS, INC., Chicago 5, Illinois. 





BOOKS FOR SALE 





CYCLOPEDIA OF BUILDING TERMS. 64 
pa of definitions, illustrations, charts and 
to assist lumber und building material 
dealers in the operation of their " 
Manual of Fundamentals of light construction 
and building materials for lumber dealers. 
Excellent presentation. Price 50c. 


LUMBER AND ITS USES. By Kellogg. A 
practical outline describing in non-tec 
language the properties and uses of the prin- 
ei commercial species of wood which are 
manufactured into lumber. Fourth edition. 
Price $4.00. 


HANDY LUMBER CALCULATOR. A useful 
pocket size 1 includi a lumber cal- 





lets + Aasvd 


for d sizes, “log rules, esti- 
mated weights of lumber and useful miscel- 
1 lumber tabulati Price 50 cents. 


LUMBER CALCULATOR. By W. H. Solomon. 
A help for ascertaining accurately and quick- 
ly the number of feet board measure in dif- 
ferent sizes of lumber, especially where frac- 
| wr nang i of an inch are to be figured. 
rice $2. 


BUYER AND SELLER. 
edition. 








By Braughman. 19th 
Lumber tables showing 14,000 dif- 
ferent sizes and lengths. and the number of 
feet in any number of pieces at a glance. 
Useful tables for reducing feet to inches, vice 
versa. Log scales, weights avd measures, 
odd sizes, odd leagths. number of lath and 
the ingredients for plaster .and mortar—just 
a few of the handy things to know. Deuk 
Edition. Price $8.00. 


STEEL SQUARE. By Townsend. The steel 
square has become one of the most useful 
tools in the carpenter's kit. This edition fol- 
lows through the construction of a dwelling 
from start to finish. Index is arranged so 
that the workman can turn instantly to the 
job in which he is interested. Price $2.50 
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What's YOUR Answer? 


Solution to the 
questions on 92. 


1. (1) New colors and designs, (2) 
new tongue and groove and clip-on ap- 
plication methods. Another article in 
our special series on selling specific 
products—this one on hardboards— 
starts on page 44. 

2. Southwest Lumber Mills, Inc. Ad 
is on page 4. 

3. It helps control the sale of all 
materials going into a project because 
of the customer's obligation for the 
service. The detailed story on this suc- 
cessful financing plan starts on page 
50. 

4. The American Cabinet Hardware 
Corp., whose ad on Amerock is on 
page li. 

5. Package items — including dor- 
mers, play houses and precut garages. 
The article on this dealer's do-it-your- 
self show series is on page 34. 

6. A plastic laminate surfacing for 
on-the-job and do-it-yourself applica- 
tions. It’s made by Consoweld, whose 
ad appears on pages 40-41. 

7. (1) Outside salesmen, (2) new 
products and (3) prompt deliveries. 
The success story on this progressive 
distributor is on page 66. 

8. Wisco Aluminum Corp. in its ad- 
vertisement on page 58. 

9. A window that turns a corner in 
the living room. This unusual house 
plan, another in the American Lumber- 
man’s exclusive series, is on page 56. 

10. Heatilator Fireplace Co. Ad’s on 
page 83. 

What's YOUR Score? 


9 or 10 correct: Excellent! 
7 or 8: Good. 5 or 6: Fair. 





“HOW TO ESTIMATE FOR 
THE BUILDING TRADES,” a 
most complete and_ practical 
book on the estimating of ma- 
terials and labor for residences 
and small buildings. It covers 
all forma) estimating processes 
and includes a complete explana- 
tion of all the things one needs 
to know to do a thorough job. 
Blueprint reading and mathe- 
matics used by estimators are 
explained in full. It even teaches 
how to do the actual work of the 
various trades. More than 500 
questions with answers worked 
out in detail and references to 
actual plans are included. Among 
subjects covered are: excava- 
tions, masonry, carpentry, elec- 
tricity, sheet metal, lath and 
plaster, marble and tile, paint- 
ing, hardware, linoleum, heating 
and air conditioning, plumbing, 
glass, curtains and shades The 
book of 633 pages contains 310 
illustrations, 45 tables, 8 full size 
blue prints of scale drawings. 


Price, $5.75. 
AMERICAN LUMBERMAN 
13° WN. Clark St. 
Chicago 2, Ill. 
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PROFITS for YOU! 
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in the service oo ie _ English Type 


RAILand HURDLE | you SELL FENCE 


FENCE | wsetener.r 


Ag est Virgini 
@ Specialists in protection rginia 
for the lumber industry. 


© professional safety engineers. ai ALL TYPES 


@ more than 90 branch claim offices . For Estates or smaller Homesites, 


coast to coast and in Canada. FOR LONG LIFE 


Entire fence (posts and rails) 
treated with nationally known 


Lumbermens wm cauiy im =| _— PENTA PRESERVATIVE 
Operating in New York state as r wave FOR CATALOG AND _— 


(American) Lumbermens Mutual Casualty Company of Illinois — 
“WOOD PRODUCTS CO, roi | 


James $. Kemper, chairman M. G. Kemper, president 
a 


of Lumbermen 








Substantial dividends have been returned to 
policyholders since organization in 1912. 





Chicago 40 








ALIFORNIA 


SUGAR G&G WESTERN 


PINE AGENCY, INC. 


#1 MONTGOMERY ST. | re 2 - SMOOTH. EFFORTLESS 
SAN FRANCISCO, CALIFORNIA "4 , 7 CUTTING 


STEPS UP PRODUCTION 


SUGAR wetter Lumber y my ; THE TANNEWIT? 
s Selects and = y if an ne — 1“ 
PINE 3: — 
California Ponderosa Pine i > eee 
Mouldings and Cut Stock a ee a 


Telephone Gl 6-1729 E 


IT'S A PLEASURE TO OPERATE A TANNEWITZ HIGH SPEED BAND SA 
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Meke 
Money 


Now's the season to cash in on the demand for Sisalkraft by 
farmers and builders. Here are some of the hundred and one 
ways you can sell it 


FARMERS BUILDERS 

+ Covering hey + Membrane between concrete siab 
* Seoting silo doors and fill 

+ Capping silos + Concrete protection 

+ Weather -proofing buildings + Closing-in 

+* Temporary grain storage «+ Under floors 

* Paint drop “cloth” + Floor protection 

+ Covering concrete + Outdoor protection for material 

+ Protecting machinery stored in open and equipment 


Sell the Genuine 





HERE’S 
THE BEST KNOWN, 
FASTEST SELLING 
REENFORCED PAPER 
1 EVER 


Building papers may look alike — but what a difference in per- 
formance. Farmers and builders know that fact. Sisalkraft 
stands for — and delivers — the kind of economical, long-lasting 
performance that helps keep your customers coming back. Keep 
stock of all widths from 3 to 8 ft., 134 ft. and 15% ft. 

SISALATION. Display this dependable vapor barrier and reflective 
insulation. Its ruggad construction and outer surfaces of pure, polished 


aluminum help builders keep quality up, prices down. In widths of 36” 
and 48”. 


COPPER ARMORED SISALKRAFPT for waterproofing 
and flashing. Gives permanent protection ot one- 

fifth the cost of heavy sheet copper. Widths from 

4” to 60” — 120 ft. rolls. 


AMERICAN 


SISALKRAFT 


CORPORATION 
Attleboro, Mass. + Chicago 6, lil. 
New York 17, N. Y. + San Francisco 5, Calif. 








FINANCIAL STATEMENTS 
(begins on page 38) 





portionately a larger cash business show the shortest 
collection period. 


The medium-size dealers (Group 2) indicated that 
it takes 45.4 days to collect receivables. This is nine 
days more than the average collection period for the 
high volume dealers (Group 3) who reported that it 
takes 36.4 days for collection. This difference of nine 
days is mainly due, in our opinion, to the less restric- 
tive credit policies of medium size dealers. It is our 
experience that the larger dealers usually have a full 
time credit man in their employment and that their 
credit policies are more firmly established. 


Question 4—How long will it take to convert mer- 
chandise purchased today into cash? 


This is an important question to consider when 
preparing a budget. The number of days it takes to 
turn merchandise into cash consists of two periods 
of time; namely, (1) the period from the date of pur- 
chase to the date of sale, (2) the date of sale to the 
date of collection of the receivable. 


Because of the more rapid turnover of inventory 
by the larger dealers and the shorter period of time 
in which they collect their receivables, it takes a much 
shorter period of time to convert a dollar invested in 
merchandise into cash than it does for the medium- 
size dealer. The proportionately larger cash business 
done by the smaller-size lumber dealer results in a 
shorter period of time to convert merchandise into 
cash as compared to that of the medium-size dealers. 
The number of days it takes to convert purchased 
merchandise into cash for the three volume groups 
follows: 


Number of Days 
to Turn 
Purchased Merchandise 
into Cash 


121.4 days 
138.7 days 
96.8 days 








Summary of Financial Requirements 
by 
Volume Groups 
Volume Groups 


$250,000 to Over 
$750,000 $750,000 





Under 
$250,000 





Sales volume to 


net worth 2.6times 2.6 times 3.0 times 


Sales volume to 


working capital 3.5 times 3.2times 4.0 times 


Inventory turnever 
per year 


Average number of 
days sales in in- 
ventory 


Number of days 
sales in accounts 
receivable 


Number of days 
to turn inventory 
into cash 


3.6times 3.3 times 5.1 times 


B85.6days 93.3days 60.4 days 


35.8days 45.4days 36.4 days 


121.4 days 138.7 days 96.8 days 
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MIULCOR Mei: lath and Plaster 


provide the advantages of 
fire-safety, permanence, lasting beauty 


Above: The scratch coat is forced through Milcor Metal Lath 
so that it is keyed on both sides of the steel reinforcing 


f 4 
Below: Note how the back surface of ploster on Milcor Metal 
Leth becomes permanently ‘‘clamped"’ to the steel. 


Milcor Smalmesh Metal Lath 
Milcor Specialmesh Metal Lath 


FAGEDAASATEREDAGECER ERTS EOTORANAOORAA TATE NEEEETE 
CCRAAERAAAAARAR Ahan eka tadecateaaiatataetetanetel 
SAARERGGAEOD AMAR AD ERO AAAS AN AAR ARanecanenssetes 


DUUUUDURRGRARGRURERVORRERRRDURRRRRRR GREE ORURON 
UUERLRORELERRRDRARURGRDRRODRGRGREURRRanadaeenane 
RURRURERRRURRRARRERRRDERERERRRGRRRRRRRRtRaRaene 


SAENEAASOORALAAAAGENORERAAAAAE AAAS CAEN EN NSOTIOED 
SLAORGAAAAA AA aRasegsesashadedeeaecceisiekenetal 
SUENADODOEARORAEADARORODADORAEEAAR ES ahanasanenes 


UERREURUDRDURRRRURRUDUDORRERRRDRRR RRR EAU ORR ORY 
WUGRERERERRRGRERGUEURRERORDROGERERR RRO RORRReaeeD 
RURURURRERUNRARRURALRRERARDRGR ARDEA RRRRtanatane 


Your customer gets a better job — you 
get more repeat business 


There's just no substitute for the strength and beauty of 
metal lath and plaster. This unbeatable combination provides 
permanence, fire-resistance, light weight and rigidity. 


That's why so many architects specify it. 


Milcor Metal Lath can be formed to the most complex 
contours and faithfully expresses the modern architect's 
conception of interior design, Where plans call for 
enclosed heating, ventilating, plumbing or air conditioning 
equipment, or for indirect lighting, you can’t beat Milcor 


Metal Lath and plaster. 


Today, there’s a renewed appreciation of plaster interiors — 
and an increased demand for them. And that means prof- 
itable volume for you on Milcor Metal Lath and accessories. 


Write for catalog 253 and latest Milcor price list. 


<INLAND>STEEL PRODUCTS COMPANY 


4027 W. BURNHAM STREET & MILWAUKEE 1, WISCONSIN 


BALTIMORE 5, MD., 5300 Pulaski Highway — BUFFALO 11, N. Y., 64 Rapin St. — 
CHICAGO 9, ILL., 4301 S. Western Bivd —CINCINNATI 25, OHIO, 3240 Spring Grove Ave 
—CLEVELAND 14, OHIO, 1541 E. 38th St —DETROIT 2, MICH., 690 Amsterdam Ave — 
KANSAS CITY 41, MO., P.O Box 918 — LOS ANGELES 58, CALIF., 4807 E. 49th St 
— NEW YORK 17, N. Y., 230 Park Ave. — ST. LOUIS 10, MO., 4215 Clayton Ave 
“135A 





Timely 
Reminder! | 


Lumite* plastic window screening can’t stain sidewalls, rust 
or corrode . . . needs no protective painting. Every day, 
Lumite wins new friends in new construction and in the re- 
placement market with home owners everywhere. Why not 


display Lumite and win new friends for your store? 
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